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§ Rough Proofs 


The Harvard Advertising Awards 
are to be discontinued because of 
lack of funds. Why not go ahead 
and reward the winners with Ph. 
D.’s and suma cum laudes? 

” 7 * 


The daily postage bill of the In- 
ternational Correspondence Schools 
is $1,500, representing 75,000 letters. 
Think of all the students anxiously 
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Harvard Awards, 


Advertising Classic, 
To Be Discontinued 


Boston, Mass., May 21—The Har- 
vard Advertising Awards, which 
since their establishment in 1924 by 
the late Edward W. Bok have an- 


Five Cents a Copy—$1 a Year 


PRETTY PACKAGE 
MORE IMPORTANT 
THAN CONTENTS? 


Nash Tells New York Gonfer- 
ence of Test 


DISCUSS VALUE 
OF AWARDS IN 
ADVERTISING 


Against Continuance by Con- 
tributions 


due the Harvard School for ex- 
penses of the 1930 awards and that 
the secretary be instructed to notify 
the administrators that in view of 


waiting at the postoffice to find out 
if they got on the honor-roll. 
* . + 


A new weekly announced for early 
publication promises to be the ex- 
ponent of sophistication. That’s get- 
ting to be a tough racket. After a 
1931 sophisticate gets the day’s stock- 
market quotations, he’s ready to go 
home and read “Little Red Riding- 
Hood.” ‘has 
7” * * 


If all the letters written for cur- 
rent advertising contests were laid 
end to end, it would save somebody 
a lot of mighty uninteresting read- 
ing. 

» * * 

Bristol-Myers climbed so high 
with a tooth-paste and a shaving- 
cream that it was certain they would 
get to the top. And they did—with 
a new hair-dressing. 

* * * 


If the copy experts who manufac- 
ture advertising “funnies” are toe 
successful, they’ll run the risk of 
being kidnaped by the syndicates 
and transported to the realm in- 
habited exclusively by million-dol- 
lar-a-year comic-strip artists. 

* + * 


On the other hand, if the adver- 
tising comics aren’t funny enough, 
the advertiser will probably reserve 
the privilege of having the last 
laugh. 


* * * 


A Boston milk-man won the $25- 
000 prize in the Camel cigarette con- 
test. This proves that Boston is still 
the center of culture, that drinking 
milk is better for the intellect than 
drinking gin, and that Ben Franklin 
was right when he made his famous 
crack about early to bed and early to 
rise. 

x * * 


After listening to all the criticisms 
of moving-picture quality, the exhibi- 
tors have unanimously adopted 
double-feature programs. The cus- 
tomers will have to like it, or else. 

* * * 


Percy B. Bromfield will retire 
from the agency business after a 
career of fifty-seven years. Mr. 
Heinz ought to help him celebrate 
the event by sending him a complete 
assortment of the products that 
made Pittsburgh famous. 

* * * 


An advertiser in the Gloucester 
Times, relays Alan Miller, requested 
the finder of an onyx ring to “tele- 
phone 9908 days and 875 evenings.” 
He is evidently the originator of the 
slogan that keeping everlastingly 
at it brings success. 

* * * 


A recent ad for Woodbury’s soap 
quoted a lady advertising agency 
owner as admitting conspicuous 
pores and oiliness. Conspicuous 
pores probably aren’t a big help in 
this business, but the rest of it 
seems to be all right. 


Copy Cus. 


If any annual event similar to the 
Harvard Advertising Awards is to 
be held in the advertising field, it 
will have to be financed by some 
existing organization and not by 
direct contributions by advertising 
men, if expressions received by ApD- 
VERTISING AGE are indicative of gen- 
eral sentiment. 


ADVERTISING AGE propounded this 
question to a number of top-notch 
advertising men: 

“Do you believe the Harvard 
Awards served a useful purpose? If 
so, do you believe the advertising 
field itself should finance some simi- 
lar plan?” 

G. W. Vos, superintendent of the 
advertising division of the Texas 
Company, New York, said: 

“As far as we have been able to 
judge, the campaigns and advertise- 
ments which won Harvard Awards 
were of the highest order. However, 
I have never felt they were truly 
r presentative, as some advertisers, 
being in a highly competitive field, 
did not wish to divulge either future 
plans or past results. 

“TI do not want to be cynical about 
this, but my feeling has been that 
the whole business just about paral- 
leled the traditional ‘birth honors’ 
which have added some good and 
some indifferent names to the British 
peerage. 

“Definitely, if my company were 
approached for a contribution to 
support the awards, I would not be 
inclined to recommend that it con- 
tribute.” 

The vice-president in charge of a 
$5,000,000 appropriation: 

“T have some suspicion that the 
awards have not accomplished and 
probably cannot accomplish the pur- 
pose Mr. Bok originally had in 
mind.” 

H. F. Jones, advertising manager 
of the Campbell Soup Company, 
Camden, N. J.: 

“It is my feeling that the com- 
mercial side of any advertising en- 
deavor should provide sufficient 
stimulus to produce the best possible 
work, regardless of any other con- 
sideration. 

“While we regret to learn the 
Harvard Awards are being discon- 
tinued, we would not feel justified 
in making contributions to prevent 
such a course.” 

Donald B. Douglas, vice-president 
in charge of advertising, the Quaker 
Oats Company, Chicago: 

“The Quaker Oats Company would 
not be interested in contributing 
funds for the continuance of adver- 
tising awards. No doubt the Har- 
vard Awards were valuable from a 
scholastic standpoint, but as a firm 
we never took more than an aca- 
demic interest.” | 

Earnest Elmo Calkins, president, 
Calkins & Holden, New York: 

“As our organization has_ re- 
ceived a number of the Bok Awards, 
it would not, I think, be seemly for 
me to criticise either the idea itself 
or the administering of it, but I 
for one am not in favor of the ad- 
vertising industry establishing such 
a plan.” 


nually attracted the eager attention 
of a large part of the advertising 
fraternity, have been discontinued. 
Dean Wallace B. Donham, of the 
Harvard Graduate School of Busi- 
ness Administration, made this an- 
nouncement today, giving “reduction 
of income” as the reason. 

“This action,’ said Dean Don- 
ham’s statement, “came as a result 
of a resolution of the trustees of the 
American Foundation, Inc., Philadel- 
phia, the trust established by the 
late Edward W. Bok, from which 
came funds for the administration 
of the awards by the Harvard Grad- 
uate School. 


“We were informed of the action 
in a letter from Clarence Gardner, 
secretary of the Foundation, citing 
the following resolution by that or- 
ganization: 

“ ‘Resolved, that the treasurer and 
secretary of the Foundation be au- 
thorized to arrange for the balance 


. Selecting the Harvard Award winners at Cambridge 


the reduction of income of the Foun- 
dation, it becomes necessary to dis- 
continue the awards.” 


Surprise at Harvard 


Professor Neil H. Borden, admin- 
istrator of the Awards, told ADVER- 
TISING AGE their discontinuance was 
as much of a surprise to the Har- 
vard Business School as to advertis- 
ing men, both of whom had come to 
regard the annual awards as a fix- 
ture. 

Edward W. Bok, founder of the 
Harvard Awards, died suddenly at 
Lake Wales, Fla., January 9, 1930, 
of heart trouble at the age of 66. 
He was a son-in-law of Cyrus H. K. 
Curtis, whose Ladies’ Home Journal 
he edited for 30 years. 

Following his death, it was an- 
nounced the Harvard Awards had 
been placed on a permanent basis. 
The announcement said: 


(Continued on Page 14) 


may accelerate coverage as desired. 


Last Minute News Flashes 


Lambert Takes Gillette Job on Commission 
Boston, Mass., May 22—Gerard Barnes Lambert, of Listerine fame, 
will work on bonus exclusively as president of the Gillette Safety Razor 
Company, if stockholders ratify his plan. He will get 20,000 shares of 
stock if Gillette earns $5 per share and nothing for less. 


Sell Street Car Cards on New Basis 
New York, May 22—The Street Railways Advertising Company has 
announced a plan whereby advertisers may buy the exact street car cov- 
erage desired in each city under one order. Under this plan, advertisers 


To Award Trophy for Best 1931 Package 
New York, May 22—The Irwin D. Wolf trophy will be awarded by 
the American Management Association for the best package developed 
in 1931, it was announced at the conclusion of its packaging conference. 


New York, May 21—So strong is 
the appeal of beauty and color in 
packages that it often outweighs a 
definite preference for a competitive 
product less attractively boxed. 


This startling statement was made 
by Ben Nash, product development 
engineer and merchandising coun- 
selor at the three-day packaging 
conference exposition and clinic held 
by the Consumer Marketing Divi- 
sion of the American Management 
Association this week. Many well 
known packaging experts addressed 
the convention. 

Mr. Nash supported his assertion 
by describing a test conducted by an 
American perfume manufacturer 
who had always argued that the con- 
sumer is more particular about the 
quality of the perfume than a pretty 
package. 

Five different perfumes were put 
into blind unlabelled bottles and sub- 
mitted to a large number of women. 
Three of these perfumes were the 
manufacturer’s own odors and two 
were foreign odors taken from fancy 
bottles. 


The Dominant Factor 


“The investigation showed an out- 
standing preference for two of this 
manufacturer’s perfumes,” said Mr. 
Nash. “These two odors ranked one 
and two in the investigation—yet 
the competitors’ perfumes continued 
to get a goodly share of the con- 
sumers’ business because of the more 
attractive containers.” 

Mr. Nash said the logical market 
for a product often determines the 
proper color to be used in the pack- 
age. In a recent investigation, col- 
lege girls chose blue as their favor- 
ite color, business girls selected green 
and factory girls indicated rose pink. 
The product staging the survey had 
always been packaged in red. 

He gave this packaging formula: 

“Learn how the consumer wishes 
to receive your product and how it 
is put to use. 

“Strive for simplicity. 

“If the package should earry es- 
sential facts, state these facts in a 
friendly, human way. 

“If the color of the package is a 
trade-mark asset, hold to this if pos- 
sible because color is one of the 
easiest symbols for the consumer to 
remember. 

“Look to the name of your prod- 
uct; can the name be made more 
fitting to the spirit of the times?” 

C. B. Larrabee, asociate editor of 
Printers’ Ink, told the convention the 
most famous package in history was 
the bale of rugs in which Cleopatra 
wrapped herself to be delivered to 
the unsuspecting Caesar. He said 
the time to change the package de- 
sign is when that design ceases to 
be the best in its field. 


A Vanishing Market 


“Every day new consumers are 
coming into the market,” he argued. 
“The manufacturer who clings to an 
antiquated package design may hold 
the good will of a few customers 
who have bought this merchandise 
for many years, but he cannot hope 
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to gain the acceptance of new 
buyers.” 


One manufacturer changed his 
package by degrees, in order not to 
alienate his old customers, while 
making new ones. The majority, 
however, favor an immediate major 
operation. Such changes are worth 
featuring in the advertising, he said. 

On the other hand, Ernst B. Fil- 
singer, head of the Boston foreign 
sales and merchandising organiza- 
tion of that name, leaned toward 
conservatism in package changes as 
far as foreign countries are con- 
cerned, citing Royal Baking Powder 
as a product which has prospered 
abroad for 60 years without a sin- 
gle change in design or color. 

He suggested that the package 
which is ideal for the United States 
may not fit foreign conditions. In 
some cases, a different package for 
every foreign country is indicated 
by conditions and prejudices in that 
country. 

He predicted many American man- 
ufacturers will have to meet high 
foreign tariffs by exporting ingredi- 
ents to be mixed locally and sold as 
a domestic product. 


Balance in Color 


Arthur S. Allen, color engineer 
of New York, emphasized balance in 
colors, necessitated by the varying 
strength of each color. He said the 


selection of colors has become a mat- 
ter for scientific procedure, rather 
than for a guess by the sales man- 
ager’s wife. 

E. A. Charlton, editor of 
Modern Packaging, said the same 
analysis which indicates consumer 
preferences in products should be ex- 
tended to the package. Materials for 
packaging have increased so greatly 
in number that there is a wide range 
from which to choose, he said. 

Among exhibitors at the exposi- 
tion which was a part of the con- 
ference were the Benjamin C. Betner 
Company, Better Packages, Inc., 
Breskin & Charlton Pub. Co., Brown 
& Bailey Co., Container Company, 


DuPont Cellophane Co., Einson-| 


Freeman Co., Robert Gair Company, 
Gerrard Company, Kalamazoo Vege- 
table Parchment Co., A. B. Mac- 
Attammany Publications, National 
Folding Box Co., National Metal 
Edge Box Co., Lowe Paper Co., 
Package Design Corp., Package Ma- 
chinery Co., Sealright Co., Shoup- 
Owens, Inc., and the Union Bag & 
Paper Corp. 


Omaha Picks Cochrane 


E. J. Cochrane was elected presi- 
dent of the Omaha Advertising Club 
at the annual meeting. G. H. Find- 
lay is vice-president; L. C. Hunting- 
ton, secretary-treasurer, and Fred 
Archibald and Frank Fogarty, di- 
rectors. 


CHAINS PONDER 
RULING OF U. S, 
SUPREME COURT 


Co-Operative Advertising May 
Be Answer 


New York, May 21—Co-operative 
advertising by chain stores to create 
favorable public opinion and to in- 
duce that part of the public already 
holding a good opinion to become 
audible is forecast by chain store 
leaders here as a result of a 5 to 4 
decision of the Supreme Court of the 
United States, upholding the In- 
diana chain store tax. 

The Indiana tax of $25 per year 
upon each chain store in excess of 
20 can easily be borne by the chains, 
without any perceptible addition to 
selling prices, the majority of the 
chains indicate. The principle, how- 
|ever, is an alarming one, making it 
possible, they think, for a state to 
assess any tax which it thinks it can 
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Mark ...the spot 
and the date.... 


X.... DETROIT 


X.. Sept. 21 to 24 


American Legion 


dates! 


a 


opportunity. 


Convention 


Conservative estimate is that 125,000 Legion- 
naires will be concentrated here on the above 


The American Legion plus the super strength 
of Detroit’s natural, normal Outdoor Advertising 
power means 


Plan your paint and posting now! 


Write us what you will require! 


WALKER & CO. 


88 Custer Avenue, Detroit 


OUTDOOR ADVERTISING 


BEST NATIONAL COPY IN CHICAGO CONTEST 
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get and encouraging general adop- 
tion of special chain store taxes. 

“It is not the function of this 
court,” said the decision, “to con- 
sider the propriety or justness of 
the tax, to seek for the motives or to 
criticise the public policy which 
prompted the legislation. Our duty 
is to sustain the classifications of 
the legislature if there are substan- 
tial differences between the occupa- 
tions separately classified. Such dif- 
ferences need not be great.” 

The court cited these superiorities 
over independents by chains: buying 
for cash and taking cash discounts; 
skill in buying, warehousing of 
goods; abundant supply of capital; 
a pricing and sales policy involving 
slightly lower prices; a _ greater 
turnover and constant analysis to 
ascertain relative profits on varying 
items; unified and therefore cheaper 
and better advertising for the entire 
chain in a given locality; standard 
forms of display, superior manage- 
ment and methods; and standardiza- 
tion of management, sales, policies 
and merchandise. 

The defense drew an analogy be- 
tween the chain store and the de- 


partment store which the Supreme 
Court failed to sustain. 


“The defendant proved there are 
two department stores in Indian- 
apolis, each doing a business in ex- 
cess of $8,000,000, one having 124 
and the other 86 separate depart- 
ments,” said the decision. 


Not Department Store 


“He uses these facts to give point 
to his assertion that a store is not 
a unit of value. This argument 
ignores the fact that in determining 
how it shall classify occupations for 
taxation, the Legislature is not con- 
fined merely to the value of the 
business taxes, but may have regard 
to other elements. 

“While it is true large department 
stores reap many of the advantages 
and employ many of the methods of 
a chain store group, it is evident 
that whereas a department store 
spreads its efforts over a number of 
different sorts of shops under one 
roof, the chain store owner concen- 
trates upon one kind of store lo- 
cated in many different neighbor- 
hoods.” 


How 
100.000 


Live— 


Readers of The FORUM, as you might 
expect, are possessed of a high sensibil- 
ity—a lively zest for those things which 
lend most richly to living values. 


Less than half of their incomes are 


devoted to the primary necessities of 
living: food, she 


clothing 


viene om 42.3% 


Nearly 20% of their incomes go to the 
comforts and conveniences of living: 
the automobile; oil burners, refriger- 
ators, other electrical contrivances; 


silver, linen, china, other 1 8. 5% 


furniture and furnishings 


Nearly 20% go to savings, investments, 


insurance, medical ser- 
vices . 


16.4% 


To the graces of life: travel; books, 


music, plays—the arts; 
to sports and hobbies . 


22.8% 


An infinitely more judicious apportion. 
ment this, than the national average. 


Does your product lay claim to the 
buying favor of people of the highest 
discernment and taste? 


—with, moreover ample means with 
which to gratify their wishes? 


FORUM 


441 Lexington Avenue 
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ALBERT FRANK’S 
COPY WINNER IN 
LOCAL CONTEST 


125 Advertisers. Enter News- 
paper Exhibit 


Winners in the First Annual Chi- 
cago Newspaper Advertising Con- 
test and Exhibit were announced 
May 21 at a luncheon of the Adver- 
tising Council of the Chicago Asso- 
ciation of Commerce at the Mer- 
chandise Mart. Dr. Walter Dill 
Scott, president of Northwestern 
university and chairman of the 
judging committee, presented the 
awards. D. F. Kelly, president of 
The Fair and of the National Retail 
Dry Goods Association, spoke on 
“What Price Advertising.” 

The exhibit, sponsored by the Ad- 
vertising Council, included 600 lo- 
cally created and produced adver- 
tisements, representing 125 adver- 
tisers. The display will continue 
until May 28. 

The award for the best national 
campaign was given the Central 
Public Service Corp., whose adver- 
tisements were prepared by Albert 
Frank & Co. Honorable mention 
was given the campaigns of the 
Household Finance Corp., planned 
by Charles Daniel Frey Co.; True 
Story Magazine, handled by the J. 
R. Hamilton Advertising Agency; 
and Libby, McNeil & Libby, directed 
by the J. Walter Thompsen Com- 
pany. 

Awards in the five other classifi- 
cations were given as follows: Best 
local campaign, A. G. Becker & Co., 
agency: Needham, Louis & Brorby, 
Inc. Honorable mention, Hotel Bel- 
mont, agency: Aubrey & Moore; 
Marshall Field & Co., advertising di- 
rect; Solvay Coke Co., agency: Au- 
brey & Moore; and Wanzer Milk 
Co., agency: Needham, Louis & 
Brorby, Inc. 

Best single advertisement, Bas- 
kin’s for the advertisement entitled 
“Alexander.” Honorable mention: 
De Met’s for the advertisement en- 
titled “Mother’s Day,” agency: 
Needham, Louis & Brorby, Inc. 

Best copy, Household Finance 
Corp. for the advertisement entitled 
“Two Husbands Owed Bills Past 
Due,” agency: Charles Daniel Frey 
Co. Honorable mention: Erwin, 
Wasey & Co. for the advertisement 
entitled “Written After Hours”; and 
True Story Magazine for the adver- 
tisement entitled “Human or Dog 
Intelligence,” agency: J. R. Hamil- 
ton Advertising Agency. 

Best illustration, A. G. Becker & 
Co. for the advertisement “Markets 
on the March,” agency: Needham, 
Louis & Brorby, Inc. Honorable men- 
tion: Marshall Field & Co. for the 
advertisement entitled “Facing 
East.” The Becker copy carried off 
one of the Harvard Awards for 1930. 

Best layout and typography, Mar- 
shall Field & Co. for the advertise- 
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MARSHALL FIELD & COMPANY. 


ment entitled “Inconsistency Thy 
Name is 1930 Fashion.” Honorable 
mention: Solvay Coke Co. for the 
advertisement entitled “You Will 
Lighten Housekeeping Cares ... if 
You Burn Clean Chicago Solvay 
Coke,” agency: Aubrey & Moore. 


Distinguished Jury 


Assisting Dr. Scott as judges were 
H. W. Blakeslee, Western manager, 
Bureau of Advertising, American 
Association of Newspaper Publish- 
ers; Robert B. Harshe, Art Institute 
of Chicago; J. L. Frazier, The In- 
land Printer; R. B. Thompson, presi- 
dent, Advertising Typographers of 
Chicago; James Weber Linn, profes- 
sor of English, University of Chi- 
cago; and Frank H. Young, director, 
American Academy of Art. 

Frederick P. Seymour, of Hor- 
der’s, Inc., served as chairman of 
the committee in charge, assisted by 
seven daily newspaper and two 
agency men. 

The certificate of award pre- 
sented winners was designed by 
Manley H. Milton, student at the 
American Academy of Art, in com- 
petition with 100 others. 

Mr. Kelly’s talk was broadcast 
over Station WIBO. 


He appealed to newspaper and 
magazine publishers to do more re- 
search in order to justify use of 
their space and to show advertisers, 
both retail and general, how best to 
use it. At the same time he urged 
publishers to reduce their produc- 
tion costs in order to offer service 
to advertisers at lower rates, in line 
with reduced prices of other com- 
modities. 

He suggested that although mer- 
chants generally believe that news- 
paper advertising is the best me- 
dium through which to reach the 
public, they hold no brief for any 
particular medium, and are open- 
minded as to new and more econom- 
ical ways through which to reach 
their customers and prospects. 


Mr. Kelly said the time for guess- 


MARKETS ON THE 


MARCH. 


They march along—out of one market into another. investor. Plants and inventories love their valve 


the varied needs of active life. 
© The markets of business are never fixed. Today's ural onder of things, exch year. 

market is today’s possession only. Tomorrow's army of © Since its inception, 37 years ago, A. G. Becker 
buyers is but now massing forward —largely unaware & Co. has been particularly concerned with the 
of the products and services industry offers them. management factor. Long before detailed financial 
« In this endless procession there Is the key to every statements were available, this company was financ- 
manufacturer's sales problem and a challenge to hie ing American industry in large measure on the basis 
resourcefulness. His success in gaining and bold of its appraisal of management. And today, our 
ing these changing markets is measured by his 1 
Lnowledge of them, and by his ability to supply in our recommendation of securities. 
what people want ot the time they want it. *T™ f the compreh " 

© The alertness of « company’s management im built up on this basis is described im « booklet, copy 
meeting this problem is of prime importance to the of which will be sent you upon request. Ask for T106. 
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The Becker copy won first awards for the best illustration 
and the best local campaign, while the Household Finance Cor- 
poration provided the best copy. 
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world. 


on their feet and allowed 


IT seems that we have loaned a 
lot of money to foreign countries. 
This was particularly true in the 
boom days after the war. We had 
money in our pockets, our health 
was good, the sun was shining 


and we were friends with the 


Of course it wasn’t all good- 
heartedness on the part of the 
United States. There was a 


theory that if countries were put 


develop normally, there would 
be a market for American goods. 
Just at the moment there is some 
conjecture about the whole 
business. Why did our long- 
term credits abroad fail to bring 
the benefits hoped for? We 
' didn’t stint in the amounts. We 
gave them all they asked for and 
yet the thing hasn't worked out. 


Scribner's writes another of his 
sensible monthly financial papers 


on the subject. One trouble, he 


profit by our export trade. Upon 
it may depend much of our future 


as an international power. It is 


to modities and then we barred 


tive industry. 


S. Palmer Harman in June 


suggests, is that we went about 


it at a too furious pace. We fur- 
nished money so other countries 


could develop a supply of com- 


thosecommoditiesfromthe United 
States. In addition much of the 
money went to nice uniforms and 
new pop guns and other military 


equipment rather than to produc- 


portance not only to buyers of 
foreign investments but to all 


American investors who might 


certain that if we are to suffer 
from over-production in the 
United States, our only salvation 
is increased export trade or an 
entire re-adjustment of our own 
standards here. And the general 
feeling seems to be that we have 
been re-adjusted plenty as it is. 
We'd like to settle down to a 
little prosperity again. Mr. 
Harman's article lays a bit of 


the ground work for that thought. 


This is a subject of great im- 


JU hs 


SCRIBNER 


ing in advertising is past, and it is 
up to publishers to co-operate with 
advertisers and agencies in research 
work which will disclose significant 
facts as to the scientific use of ad- 
vertising. 


Problems of Retailer 


He outlined some of the problems 
of the retailer in connection with 
seasonal variations in the pulling 
power of advertising, the use of Sat- 
urday and Monday-morning adver- 
tising as against Sunday advertising 
for Monday business, the question- 
able value of unusually early and 
late editions of newspapers, the ex- 
cess cost of what he called “phan- 
tom” circulation, obtained through 
forcing methods, etc. 


Mr. Kelly said retail merchants 
would be glad to work with such 
organizations as the Association of 
National Advertisers and the Amer- 
ican Association of Advertising 
Agencies in making studies to deter- 
mine the intrinsic value of advertis- 
ing as a step in the direction of 
lowering costs. 

He closed with a warning to rec- 
ognized mediums that they must 
establish a price basis satisfactory 
to the advertiser if they expect to 
compete successfully with newer 
forms of advertising. 


Boston Schools 
To Use Covers 
Boosting Milk 


Boston, May 21—“Indirect adver- 
tising for milk” will be printed on 
a million textbooks in Boston 
schools if Dr. Jeremiah E. Burke, 
superintendent of schools, approves 
an order passed by the Boston school 
committee. 

William Arthur Reilly, of the 
school committee, sponsored the of- 
fer of a publishing concern to pro- 
vide book covers free of charge for 
all Boston school textbooks. Mrs. 
Elizabeth W. Pigeon, of the commit- 
tee, called the plan “an advertising 
scheme.” 

In spite of an attack by Commit- 
teeman Francis C. Gray and Mrs. 
Pigeon the offer was accepted when 
Mr. Reilly, Dr. Joseph V. Lyons and 
Chairman Joseph J. Hurley voted in 
favor of it. 

The offer was made, Mr. Really 
said, because the company felt the 
committee would want a clean, sani- 
tary cover for books “carrying a 
message of health and not advertis- 
ing any trade name.” The covers 
will show a milk bottle and have a 
printed suggestion to drink more 


milk, and the printed text will vary 
with the classes. One of the covers 
shows a picture of a set of teeth and 
urges the drinking of milk to insure 
strong teeth. 

Mr. Gray, hearing the New Eng- 
land Dairy Products organization 
was behind the offer, termed it an 
“indirect advertisement for milk” 
and voted against it. He said it had 
long been a principle of the commit- 
tee not to permit advertising of any 
kind in the schools. 

Mrs. Pigeon, informed no milk 
dealer would be named on the cov- 
ers, said she had long been inter- 
ested in stimulating the drinking of 
milk by children, but felt the order 
“an advertising scheme and an un- 
wise policy which might well be the 
opening wedge for others.” 

Mr. Reilly said he was moved by a 
desire to save money for citizens. 


Student Wins “Hotel 


Management” Prize 


Edward D. Ramage, Bloomington, 
Ill., a senior in the four-year course 
in hotel. administration at Cornell 
University, Ithaca, N. Y., won the 
annual travel-study prize offered by 
Hotel Management, New York, for 
the best research in hotel operation. 

He will receive a round-trip ticket 
to Europe, $100 in cash and a posi- 
tion for the summer in a leading 
European hotel. 
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The Harvard Advertising Awards 


Announcement that the Harvard 
Advertising Awards are to be dis- 
continued, because of lack of funds, 
has been made by the Harvard 
Graduate School of Business Ad- 
ministration. The announcement, 
published in this issue of ADVERTIS- 
ING AGE, will be received with re- 
gret by advertising men in all lines 
all over the country. 

Established in 1923, the awards 
have been the means of adding a 
factor of recognition and glamor to 
the business of advertising, and of 
bringing to the front individuals as 
well as companies who have. done 
outstanding and praiseworthy work 
in the field. The award of an an- 
nual gold medal for distinguished 
service to advertising has been 
especially worth while, and has given 
honor to many of those whose work 
in behalf of advertising has been 
exceptionally notable. 

Most advertising men were under 
the impression that the awards were 
endowed on a permanent basis. It 
now appears that the Bok Founda- 
tion, established by the late Edward 
W. Bok, has discretion as to the dis- 
position of the available funds, and 
that it has decided, because of di- 
minishing resources, to eliminate the 
expenditures required for the con- 
tinuation of the awards. This is to 
be regretted. 

The Harvard Advertising Awards 
represent so much of value that it 


is to be hoped that some similar 
plan will be put into effect under 
other auspices. There are many as- 
sociations and groups which are in- 
terested in the stimulation of better 
advertising and in the improvement 
of advertising technique. Through 
some such body, which is known to 
be disinterested, and which can act 
for the entire advertising field, it 
should be possible to arrange for 
the establishment of a new set of 
awards which will carry forward the 
tradition so splendidly developed in 
the past seven years through the 
Harvard Advertising Awards. 

The Harvard authorities are to be 
congratulated for the maintenance 
of the high plane upon which they 
have conducted the awards provided 
by Mr. Bok. The advertising world 
undoubtedly appreciates the fine 
spirit which has been shown in the 
administration of what became the 
classic of advertising. There have 
been criticisms, of course, but they 
have dealt with the details of the 
plan rather than its general scope 
and intent. 

It is to be hoped that the adver- 
tising field will be able to replace 
the Bok plan with some similar ar- 
rangement whereby the whole busi- 
ness will continue to receive the 
stimulation and appreciation which 
have resulted during the past seven 
years from the administration of the 
Harvard Advertising Awards. 


Chain Stores Must Build Good-Will 


The decision of the Supreme 
Court of the United States in the 
Indiana chain-store tax case, in 
which it was held that a state has 
a right to discriminate among va- 
rious groups of tax-payers, and 
therefore to impose higher taxes on 
chain stores than independent es- 
tablishments, is significant in many 
ways. 

It indicates, of course, that there 
will be much legislation offered dur- 
ing the immediate future aimed at 
curbing chain-store ex pansion 
through taxation. Only when it goes 
beyond the bounds of reason and 
becomes oppressive, the Supreme 
Court believes, will laws of this 
kind be regarded as_ unconstitu- 
tional. 

The most significant element in 
the situation, as ADVERTISING AGE 
sees it, is the necessity imposed upon 
chain-store organizations to do a 
better job of good-will development. 
The public has patronized chain 
stores without apparently learning 
much as to their policies, plans and 
objectives, and without being told 
much about the contribution which 
the chain stores feel that they have 
made to the consuming public. 

The Great Atlantic & Pacific Tea 
Company has been doing some good 
work along this line, as has the 
Kroger Grocery & Baking Company. 
They should be joined by other dis- 
tributors of this type, since all have 
the necessity of carrying on a steady 
program of public information cal- 


culated to meet some of the un- 
spoken objections which even con- 
sumers of chain-store products have 
had in their minds. 

Institutional advertising of this 
kind, dealing with facts and stating 
the position of the chain stores in 
the scheme of modern distribution, 
will certainly have the effect of cre- 
ating a greater degree of public un- 
derstanding and appreciation. While 
there are some rabid opponents of 
chain stores who can see only ill in 
their development, the attitude of 
the general public has been some- 
what apathetic, based on lack of 
effort to create opinion. The pres- 
ent situation makes that kind of 
effort necessary. 

Almost invariably legislation of a 
restrictive character is the result of 
the feeling that the public wishes it, 
or is not particularly concerned. 
Chain-store legislation is following 
this path. Opponents of chains have 
been far more aggressive than the 
chains themselves in seeking to in- 
form the public and to build senti- 
ment. 

If the chain stores are rendering 
as valuable a service to the public 
as they insist, and if they have a 
place in the economic scheme of 
things as essential as they believe, 
now is the time for them to adver- 
tise the facts, and to seek favorable 
public opinion just as railroads, 
banks, insurance companies, manu- 
facturers and others have success- 
fully invited it. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


247. The Collegiate Salesman. 


The new edition of this brochure 
published by the Collegiate Special 
Advertising Bureau, Chicago, gives 
a complete list of the 718 college 
and preparatory school papers that 
accept advertising, classified by lo- 
cation, male and female circulation, 
frequency and period of publication, 
etc. There are supplementary lists 
for such groups as fraternity, hu- 
morous and color publications. The 
list of college dailies shows the 38 
papers published by state univer- 
sities have a total circulation of 
321,000. 


250. Indiana Marketing Centers. 

This is a sample of a new map 
developed by the Hagstrom Com- 
pany, New York, which defines mar- 
keting centers with colored; propor- 
tionately sized circles. Among its 
advantages are that it can be used 
to plan schedules and itineraries 
without referring to a separate in- 
dex of towns. 


248. Milwaukee Outdoor Advertis- 
ing. 

A folder issued by the Cream City 
Outdoor Advertising Company, Mil- 
waukee, which includes, in addition 
to condensed market information, a 
map of the entire market and a list 
showing the divisions of population 
and the number of showings re- 
quired for intensive and representa- 
tive coverage. The representative 
showing for Milwaukee proper is 
illustrated graphically. 


249. Industrial Advertising At 
Work. 

This illustrated, 24-page booklet 
published by the McGraw-Hill Pub- 
lishing Company, New York, an- 
swers: What are the buying habits 
of industrial men? What daily work 
do advertisements do in industrial 
plants? What specific sales jobs 
can advertising accomplish? How 
is good advertising planned? 


251. The Year of the Long Look. 


Imagining the most critical space 
buyer as its audience, Nation’s Busi- 
ness, Washington, D. C., tells its 
story in a new booklet which deals 
with market coverage, subscription 
methods, terms and mortality, mem- 
bership and individual circulation, 
direct responsiveness, editorial 
standing and aims, and comparative 
advertising costs. 


2538. The Oil Industry Turns to 
Tires. 

Published by The Petrolewm Mar- 
keter, Houston, Texas, this booklet 
presents a study of the factors in- 
fluencing the entry of the oil indus- 
try into the sale of tires and some 
important facts to aid tire and tire 
accessory manufacturers in selling 
the oil industry. 


247. Sleepless Salesmen. 

Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 
goods every year. 


243. Announcement — The Hanjon 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


NOTHING LIKE TALKING THINGS OVER 
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The First celica! Convention 


This conception is that of C. E. Rickerd, advertising manager 
of the Standard Accident Insurance Co., Detroit, and until 
recently president of the Insurance Advertising Conference. He 
presented it to the company’s agents in a convention extra. 


Voice of the Advertiser 


What, Never? 


To the Editor: Enclosed find $1 
for my subscription to ADVERTISING 
AGE. 

Don’t allow my subscription to 
expire. 

L. F. HEBERGER, 
A. G. Stevenson & Co., 
Rochester, N. Y. 


* * #* 


So This Is Fame! 


To the Editor: The inquiry as to 
the whereabouts of A. L. Gale, pub- 
lished in ADVERTISING AGE of May 9, 
certainly got results. Wilson Baden, 
promotion and research manager for 
Review of Reviews, wrote giving Mr. 
Gale’s business and address and 
enclosed a card used in suburban 
trains in big cities showing Mr. Gale 
in rimless glasses and a polka-dot 
tie. 

Dick Vawter, production manager 
of Dry Goods Merchants Trade 
Journal, Des Moines, wrote that 
Albert Liscomb Gale is listed in 
Harper’s “Who’s Who in Advertis- 
ing, 1931.” 

I also have a letter from Mr. Gale, 
saying: 

“One of my friends in the maga- 
zine business suggests I am now a 
fully qualified member of the Miss- 
ing Persons Bureau. Another hints 
I may be leading a double life, while 


another harbors the suspicion that 
the mystery as to my whereabouts 
may be evidence I am really an 
under-cover man for Al Capone. 


“All this arises from the ‘Lost’ 
notice which appeared in ADVERTIS- 
ING AGE and to which I have had so 
many responses, both facetious and 
serious, that I cannot possibly ques- 
tion the publicity value of that me- 
dium.” 


As for the “Q” in my name: In 
my extreme infancy it stood for 
Quimby. In my later school days, 
perhaps Quixote would answer. A 
year or so ago it might have stood 
for Quotient, at a time I was digging 
into the mysteries of the reciprocals 
of prime numbers, although many of 
my friends preferred Queer. And 
right now, I wish it to stand for 
Quality and Quietude. 

Jollying about my name has never 
offended me. In fact, one of my 
sweethearts used to call me Q-kie 
(spelled “Quekee”’). And in any 
event, I have had some experience 
as editor of a country weekly and 
later on a state weekly and a 
monthly magazine; and in the lan- 
guage of Will Carleton, “Carry a 
gentleman’s manners beneath a rhi- 
noceros hide.” 


CHARLES Q. DE FRANCE, 


Secy., Lincoln ( Nebr.) 
Advertising Club. 


its character is evidence of 
kind of readers it has” (~ 


tio ag 


President 


Gale & Pietsch, Inc. 
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ADVERTISING AGE 
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REPORT COVERS 
DISTRIBUTION 
IN CALIFORNIA 


First Figures for Entire State 
Are Issued 


Washington, D. C., May 23—The 
first report covering the census of 
distribution for an entire state has 
been issued by the Bureau of the 
Census, the figures being on Cali- 
fornia. Other reports of the same 
character will follow rapidly. 

The report places the 1930 popu- 
lation of California at 5,677,251, 
with per capita sales of $575.73, or 
a total of $3,268,545,636. This busi- 


ness goes to 86,025 stores. It is 
divided as follows: 
Food group $663,321,579 
neral merch di 422,295,988 
Automotive group ... saeme 170,095,946 
Apparel group ll 
Furniture and household... 159,161,829 
Restaurants and eating places... 192,449,794 
Lumber and ~. 222,661,261 
All other stores 560,430,632 


The food group gets 20.29 per 
cent of the total business; general 
merchandise, 12.92 per cent; auto- 
motive group, 23.56 per cent; ap- 
parel group, 8.51 per cent; furniture 
and household, 4.87; restaurants and 
eating places, 5.89; lumber and build- 
ing, 6.81; and unclassified group, 
17.15 per cent. 

The 47 California cities of 10,000 
population and over do a retail busi- 
ness of $2,556,371,792, or about 78.3 
per cent of the total for the state. 
This leaves $712,173,844, or about 
21.7 per cent of the total retail busi- 
nes, for towns of less than 10,000. 

In the 47 larger cities, the busi- 
ness is divided as follows among 
types of stores: 

Single-store independents, $1,415,- 
551,000; two-store mutiples, $246,- 
500,000; three-store multiples, in- 
cluding branch systems, local chains, 
$334,475,000; sectional chains, $162,- 
633,000; national chains, $197,659,- 
000; leased-department chains, $10,- 
280,000; other types of operation, 
$31,480,000. 

The census of distribution gives 
the following break-down by types 
of stores: 

(Description of stores not identical 
with commodities sold) 


Food Group 


Candy and confectionery stores— 
Candy stores—nut stores........$ 2,202,604 
Confectionery stores—candy and 


fountain 21,762,121 
Dairy products, eggs and poultry, 
including milk dealers 
Dairy products, butter, “cheese, 
ice cream 22,519,630 
Eggs and poultry.—.__________. .. 6,850,779 
Milk dealers 6,096,900 
Delicatessen stores. nee 9,288,878 
Fruits and vegetables... 33, 961,303 


Grocery stores, without meat de- 
partments 

Combination stores— : 
Combination stores — groceries 


248,978,066 


ME TID ciiicetentnieameennane 181,007,718 
Combination stores—meat r- 
kets with groceries..................... . 18,362,766 
Meat markets (including fish)— 
Fish markets—sea foods... 4,824,068 
Meat markets 2 cccecceccnne 98,534,354 
Bakeries (incomplete) — 
~~ goods stores.. 11,528,813 
Catere 703,619 
Other food stores— 
Coffee, A." spices. cos 2,837,447 
Farm eee. 116,479 
Senceal ‘food stores... 3,746,026 
Total $663,321,579 


General Merchandise Group 


Department stores— 
Department stores with food >. 
partments — ($100,000 and 
over exclusive of food sales) $ 32,707,650 
Department stores without food 
departments — ($100,000 and 


over) 275,525,703 
Dry goods stores— 
Dry goods stores with food de- 
partments ............. — 3,200,484 
ry goods stores 
departments .. 33,211,565 
Piece goods sto’ 891,952 


General stores— 


General merchandise stores 
with departments Aesicsetedeets . 25,092,145 
8,164,568 
1,811,396 


Variety, 5-and-10, and to-a-dollar 
stores 


Total 


41,690,518 
$422,295,988 


Automotive Group 


Motor vehicles (new and trade-in, 
not including used-car es’ 
lishments ) — 

Sales and service... 

Motor vehicles (used-car estab- 
lishments ) — 

Automobiles and  trucks—sec- 
ond-hand 28,763,548 

Accessories, tires, and batte: 

Accessories, tires, and Coote 30,996,025 
Battery shops (including re- 
pairs) 7,919,079 


$479,738,504 


Canadian School 


Montreal, 


Books Made in U. S. 
Canada, May 21 
—Charging that printed and 
lithographed matter from the 
United States is being dumped, 
the Federation of Printing and 
Kindred Trades declared for 
an upward revision of the 


tariff. : 

The value of such imported 
material in 1930, including 
public school books, was $18,- 
130,000. 

Tire shops (including tire re- 
pairs 21,776,434 
Filling stations— 
Filling stations (gas, oil and 
fuel oil) 46,683,280 
Filling stations with tires and 
ies 64,815,743 
Filling stations with candy, 
lunch counter, tobacco, gro- 
ceries, or other merchandise 28,857,305 
Motor cycles, bicycles, and sup- 
phes— 
Motor cycles (only) .........._——-1,8 19,570 
Bicycles, motor cycles, and sup- 
plies 330,709 
pO ee toneraes 749,681 
Gaeagee—cepetes, gas and oil, 
c.— 
Body, fender, and paint shops 4,046,048 
arages (repairs and storage, 
gas, oil, ‘ies 49,947,861 
Parking —- parking ga- 
rages, and | 1,111,763 
Radiator p ae (ineluding re- 
pairs) 381,432 
Other automotive establishments— 
Aircraft and accessories... 1,542,085 
Boats (motor boats, yachts, 
canoes ) 1,116,879 
Total $770,095,946 


Apparel Group 
Men’s and boys’ clothing and fur- 
nishings— 
Men’s and boys’ clothing... r $ 11,913,386 
an 


Hats and caps (men’s 
boys’) 2,371,450 
Men’s furnishings —.....__......_ 16,518,568 
Men’s clothing and furnish- 
ings .... 40,163,615 
Women’s and children’s ready- 
to-wear shops— 
Children’s specialty shops... 692,240 
Women’s ready-to-wear spe- 
cialty shops—apparel and ac- 
cessories 71,919,049 
Clothing—men’s, women’s, an 
children’s 34,585,868 
Millinery SHOps 2... ccccceeweeemene 11,002,165 
hoe stores— 
Shoe stores—men’s .............. 3,885,319 
Shoe stores—women's... .  %,812,649 
Shoe stores — men’s, women’s 
and children’s . 44,189,337 
Furriers—fur shops .... 211,913 
Hosiery deae—ka goods shops— 
Hosiery shops 2,750,520 
Knit goods shops...................... ae 576,017 
Other apparel and accessories— 
Corsets and lingerie shops... 1,573,106 
Custom tailors. 17,007,121 


Dr kers ....... 179,430 


Infants’ wear shops .................__ 5,225,157 

Umbrellas, parasols, canes (um- 
|) See 51,697 
Total $278,128,607 


Furniture and Household Group 
Furniture stores— 


Awnings, flags, 
dow shades, and tents 


1,608,472 

Interior decorators ... 2,466,053 
ps and shades... 136,161 
Total $159,161,829 


Restaurants and Eating Places 
Restaurants, cafeterias— 

Cafeterias $ 14,428,058 

Restaurants with table service 97,667,164 


Lunch rooms ......... Silla »792,660 
Lunch_ counters, refreshment 
stands, box lunches— 
Box lunches ........... cilccalicllaiaiiis ine 687,029 
Lunch counters ...... 13,641,655 
Refreshment stands 000... 1,086,551 
Fountains, soft drinks, bottled 
beverages— 
Fountain-and-lunch 0... 3,909,858 
Soft-drink stands 20000... 3,883,154 


Bottled waters 1,904,165 
Total $192,449,794 


Lumber and Building Group 
Lumber and building materials, 


at retail, i 
Lumber and building mate- 
rials $134,409,502 
Lumber and hardware... 7,401,852 
Roofing 1,891,088 
Hardware stores 42,525,539 
Electrical shops —......___.. 8, 600,956 
Heating and plumbing (includ- 
ing heating appliances )— 
Heating appliances and oil 
burners 1,264,406 
Plumbing, heating, ventilating, 
including fixtures .. « 18,714,514 
Paint and glass stores— 
and mirror shops. sala 974,323 
Paint and glass stores 11,879,081 
Total $222,661,261 
Other Retail Stores 
Book stores— 
Book stores $ 8,987,801 
Circulating libraries liam 15,856 
igar stores and lunch stands— 
Cigar stores with fountains...... 4,710,993 


Furniture stores $102,829,945 
Furniture and undertaker 
(rural) 589,315 
Furniture and hardware (rural) 2,871,406 1 
Floor coverings, draperies, cur- 
tains, upholstery— 
Draperies, curtains and uphol- 
stery stores . 2,578,593 
Floor coverings stores 4,483,208 
China, glassware, crockery, tin- 
ware, enamelware, aluminum- 
ware 7,906,833 
Household appliances— 
Household appliances (electri- 
cal) 15,726,843 
Household appliances, other 
than electrical . nen Gin 
Refrigeration, electric 4,618,753 
Refrigeration, electric and gas 226,670 
Other home furnishings and ap- 
pliances— 
Antique furniture with used 
furniture 09,2: 
Brushes and brooms. 1,072,642 
Pictures and framin: 946,260 
Stoves and ranges 403,076 
Antique shops .... 2,244,721 


DOING BUSINESS. 


Most of this half billion will be controlled 


ment. an 
om ping to 
The figures 


Buil 
Covers Projects 
Of%429,604,364: sas 


_—_— Office building 

Federal Construction Pro- building 
gram Accelerated Since 
Fall to AidUnemployment 


President Gets Figures) ‘<", 


707 Contracts Involved 
Throughout the Nation 


From the Herald Tribune Burecu 
WASHINGTON, May 12—The gov: 
ernment public building construction 
now under way covers projects 
involving the huge total expenditure of 
420,604,364, it was disclosed today in |“, 


a buildings a oreea niGaTe. 
New York Has Large Share 


Of the construction work 
way New York State has a large share, 


ere's a half billion in public works 
that will give a number of manufacturers a 
lift. Most of it will go to those companies who 
are telling architects that they are STILL 


: Sa Sea SU 
BR cus 


ing Federal ditr of about 

Plan $64,000,000. The government buildings 
completed in New York State in the 

last ‘two Years, however, were few in 


$1,035,000 was spent upon them. 
The Federal pro. 


number and comparatively small. Only | !n 


Workington beetle, aateooe, 
Projects where sites have been ac- 
quired, completed ant now 


are 
stage or on market for 


ow, Foc—- Oat 9108 00. sat of Siete 


—s projects 
cost for land and 


Projects 


construction pro, 


r ed York—Br 


000; 
—). 3,765,! 


now under 


volve 


five different stages. 


Total Limits $20,097,000 
been completed for fifty- giz. 


and plans f 


artially completed, tota' itmits of 


building to be 


Under Way 


The following are all the Federal 
under way in 
New York, New Jersey and Connecticut, 
and such projects in other parts of the 
3m 15,000 5 es in xpend of 


ized » ior, 190]; 


nesting wing, La’ 
oSiee oes, 
900,000; 


000; 3 
$192,- Fee. 93,208,000: Nyack. 1 


figures made public at the White | 173,723. 2000 
House Sites for 115 Projects have been de-| New Jersey—Jersey City. $455,000: Prinee~ 
Accelerated since fall termined and have recently been ac-| 2; Ganmestiew ies tity: "$375,000. 

contribute to| quired or ere in tn course of negotiation 3115-000. moses $1,200,000; Pute 
the ployment ‘situation | o total Limits of cost lant, Department of 
by — jobs, the program | for land and bullding to be $50,622,941. aie $85,000 . Court site, 

y the largest ever proceedi: jects have been specifi- ae 
at one time under the Federal qoverse cally iy authored. b ar and the ooneson dockscprilig (comstheus), $8 

Liberal appropriations by Con-| sites are the’ jwosess’ of selection. Ohie—Cleveland. $5,000,000 

They will 5, 846,494,800. wi sites have been 


are 
ination and re, 
ork— Dansville, 


Wa’ stertown $375,000; White 
Fort Plain, $75,800; New York ( (coaay 


-Camnden, Y gee Hoboken, 
ssaic, 


postoffice), $2,700,- 
yous, ty 75,000; ag e846 08: 
11,000 


} 
To 
$155, 000: West Ne w oat $375, 000. 
275,000. 


a 
Bank, | s045, 


1,250,000; | Administra‘ 
81,290,s00: of Agriculture, $2,000,000. 


‘onneectie: ester, $135,000: 
| mritarn sab 000; Waterbury” s070,060. 
build- |. Washington, Db. C.—A B 


* Trout River, 60, 006s Niagara Falls, 


000; 
. $370,000; Seneca la, 
tlle. 000. 


by offices where it is recognized that Ameri- 
can Architect, one of the Hearst Business 
Magazines, has done much to cut government 
“red tape”, and to put government projects 


into the hands of private architects where 


they belong. 


CORD BOIID cccinctciidniin 
Cigar stands without fountains 
Coal and wood, ice— 
Coal and wood yards... 
Ice dealers 
Coal and feed dealers... 
Drug stores— 
Drug stores without fountains 
Drug stores with fountains. 
Feed stores, farm implements, 
and farmers’ supplies— 
Farm implements, machinery, 
ene 
Farm implements, hay, grain 


Feed stores 

Fertilizer stores —........ - 

Harness shops ................. 

Farmers’ supplies, including 
ranch, dairy, and bee-keeping 


Florists 
Gift shops, novelties, toys— 
Toy shops 
Art and gift shops sipibieenineen 
Novelty and souvenir shops... 
Jewelry stores— 
Jewelry stores (installment 
credit) 
> re 
Luggage, leather goods... 
Musical instruments and music 
stores (without radio) 
News dealers 
Office, school, and store sup- 
plies and equipment— 
Office and school supplies... 
Office and store mechanical ap- 
pliances, at retail. 
Office and store furniture and 
equipment 
Store eae 
Typewrite 
Opticians ana optometrists. 
Radio and musical stores— 
Radio and electrical shops... 
Radios and musical instruments 
Sporting goods, athletic and play- 
ground equipment— 
Sporting goods specialty stores 
cons. “goods, toys, and sta- 


tion 

Scientific “and I instruments 
and t retail 

Seeds, bulbs, and. nursery stock... 


9,989,246 
19,784,855 


9,265,276 
1,661,773 
8,298,164 


47,111,559 
66,898,762 


18,009,572 


2,367,787 
56,135,037 
2,466,744 
661,382 


10,958,935 
10,537,524 
692,292 


7,396,689 
3,227,783 


4,655,995 
31,584,298 
4,004,469 
2,654,551 
7,448,233 
7,298,388 
8,636,311 
7,877,603 
888,240 
2,797,320 
4,192,757 


27,393,024 
25,214,644 


3,325,131 
3,497,869 


3,761,019 
6,474,806 


Stationers and printers— Rubber stamps .._._._.___._..... 943,950 
Blank books, accounting and Sanitary supplies (insecticides, 
legal forms miiapeiaabainetinies 417,816 OO | eee 937,449 
Paper and paper products. 798,362 Sign shops 353,291 
Printers and lithographers......... 723,232 Undertakers’ funeral supplies 
Stationers and engravers... 9,675,613 (includes some service) 10,800,125 
Not otherwise specified in con- Harness and shoe repair shops 
densed classifications— (rural) 46,799 
Country general stores—miscel- Unclassified 2,886,122 
ous merchandise ............. 32,984,253 —_—_—_——- 
Country mass’ on — i Total $560,430,632 
ceries with clothin, nd/or 
othe —~ Mees 2,803,851 Second-Hand Stores 
ountry gene stores — gro- i i ~ 
cores With dry goods and/er Tires, a eerie and parts (sec 
notions 7,270,419 Automobile parts and acces- 
Women’s exchanges .............. 128,959 sories ( nd) $ 3,017,679 
Cooperage — barrels, boxes, Motorcycles, bicycles, and sup- 
crates, casks 251,490 plies ( Th od 37,409 
Art galleries (sales) 488,609 Tires and batteries (second- 
Artificial limbs ~—.... 16,188 hand) 365,004 
Artists’ supplies —— 257,263 | Furniture (secondhand) 3,916,053 
Auction houses — miscellaneous Pawn shops (sales)... 2,468,208 
goods at auction..._ 2,154,683 | Clothing and shoes (secondhand) 1,013,993 
Autographs, philatelists Building materials and hardware 
Barbers’ supplies, ai retail, | $0ea72| | ,,(2econdhand)— 
arbers’ supplies, at re . ildi 
Beauty shops and barber shops — 2,446,806 Lumber bs d me materials 1,105,155 
Blacksmiths | — Soar 272,278 | Hardware (secondhand) — 211,396 
Cameras and photographic sup- Books ( Barents 376,075 
plies 4,152,895 | Office appliances (secondhand, in- 
Chemicals, other than drugs... 747,128 cluding typewriters )— 
Dental supplies, at retail... 2,025,953 Office appliances, except type- 
Toilet articles and preparations, writers  ( a 95,982 
including perfumes 863,726 | Typewriters (secondhand) 194,014 
Embroidery, needle-work, and Radios, phonographs, musical in- 
stamped 488,569 struments (secondhand)— 
Institutional stores 3 (not. “for Musical instruments, including 
ny Am ey a 
ron, steel, and m » at re . “ 
Leather and findings, at retail 85,788 Radiog and ee Se 35,425 
Livestock BORNED  cniidideamentis 218,282 | Other secondhand stores— 
Locksmiths 105,217 | Store fixtures and equipment 
Machinery 8,050,594 (secondhand) 635,126 
Malt products and supplies... 3,885,818 Used barrels, boxes, crates, 
Monuments and tombstones... 1165, casks, sawdust, - gE Pes fe 22 513,040 
es pers — a per 799,021 Machinery (secondhand, includ- 
Pet shops, animals, birds, etc... 1,061,119 ing sossnehans a tit 
Photographers and illustrators... 516,304 hand) ie 104,753 
Regalia, badges and emblems... 305,945 Unclassified secondhand mer- 
Religious a < a includ- chandise 1,819,268 
ing religious books... 1,382,209 oe 
Rubber goods stores. 197,939 Total $ 16,548,745 
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New Book Tells 
How to Create 
‘Money’ Copy 


New York, May 21—Kenneth M. 
Goode, author of “How to Turn 
People Into Gold,” has collaborated 
with Carroll Rheimstrom, vice-presi- 
dent of Liberty and author of 
“Psyching the Ads,” to produce a 
rather hard-boiled book, “More 
Profits from Advertising.” The sub- 
head is “And More Advertising from 
Profits.” 

The two iconoclasts hold up G. W. 
Hill, president of the American To- 
bacco Company, as the ideal adver- 
tiser, if advertising only for sales 
and for no other reason, places one 
in that classification. Mr. 
copy, they say, combines these six 
qualities: 

1. It aims to sell the product— 
not merely to advertise it. 

2. It emphasizes the effect of the 
product, not its virtues. 

3. It ties this effect to an already 
existing desire; attempts to create 
nothing. 

4. It talks directly to the man on 
the street in his own uncouth terms. 


5. It concentrates on a single| has been published by Harper &| 


point, doesn’t scatter its attack. 


Hill’s | 


Check Circulations 


New York, May 


tions. 


last decade. 


of Free Papers 
21—The 
plan of auditing the distribu- 
tion of “controlled” circulation 
papers has been revived, this 
time by Frank L. Avery, for 
ten years circulation manager 
of Federated Business Publica- 


A large number of free cir- 
culation papers have sprung 
up in the business field in the 


sales—before use. 


new,” commented the authors. 


| sense.” 


“None of these six elements is 


“To 


some degree or other, all are em- 
| ployed in practically all advertising. 
| Only when all six are combined to 
the exclusion of all other considera- 
tions would we consider a campaign 
money advertising in the modern 


UTILIZE POWER 
OF SUGGESTION 
IN CANDY: COPY 


Seattle, Wash., May 21—The cur- 
rent newspaper campaign of the 
Imperial Candy Co., the most suc- 
cessful in its history, is based on 
“The Psychology of Suggestion,” 


6. It is thoroughly tested—for | written by Dr. Boris Sidis in 1900, 


according to Tom Jones Parry, head 
of the agency of that name. 

Though the book was not intended 
for advertising men, Mr. Parry be- 
lieves it the best advertising dis- 
course ever written. In it Dr. Sidis 
gave the results of 600 experiments 
conducted at Harvard. 

Half were with patients who had 


|been hypnotized, and the others on 
Sales resistance is made up of those in a normal state. 


The con- 


‘lack of money and lack of interest, | clusions reached were that, while a 
| according to the authors, but mostly | person in a hypnotic condition re- 
|the latter, for whenever there is| sponds most effectively to direct ad- 
‘enough interest, money is quickly|monition, the same person in his 


| found. 


| “More Profits from Advertising” 


| Brothers. 


normal being reacts most fully to a 
mere suggestion. 


Mr. Parry translates this into the 


belief that the public does not defi- 


NOW— 


Complete Hardware Merchandising 


—Right to the Point 


IX months ago, we inaugurated a car- 
card campaign in the Chicago Elevated 
and Suburban trains to promote interest in 
the Hardware Dealers of the Metropolitan 


Chicago area. 


Eight hundred Chicago and Suburban 
retail Hardware Dealers will display the 


“Hello Neighbor” emblem on 


windows co-operating with this gigantic 


campaign. 


Forty expert window display men will 
place Elevated advertised Hardware items 
in eight hundred windows of Chicago and 
Suburban retail Hardware stores. 


A staff of merchandising-salesmen will 


keep continuous contact with 


nmundred Chicago and Suburban retail 
Hardware Dealers, introducing Elevated 
advertised Hardware items, rendering mer- 
chandising assistance — and selling your 


merchandise to the dealer. 


doors and 


these eight 


Chicago Elevated Hardware Mer- 
chandising Service is given at no 
cost to the advertiser who contracts 


for space either in the cars or on the 


station platforms of the Chicago 


Elevated. 


NEIGHBORHOOD 
HARDWARE 
STORE 


$ Dealer Orders: 


Chicago Elevated 
Advertising Co. 


509 §.Franklin St., Chicago- Webster 7188 


STARTLING DISCOVERY BY 
YOUNG AMERICAN 


_Cfociete HARDCANDY_| 


One of the advertisements in the Imperial series 


nitely remember advertising copy, 

but merely gets the “feel” of it. A 

reader may get the impression of 

friendly warmth, one of _ indiffer- 

ence, or one of active antagonism. 
Use Little Copy 

Current copy in behalf of Société 
Candies, the Imperial line, consists 
largely of 448 lines, with a maxi- 
mum of illustration and a minimum 
of text. The latter said in one 
typical instance: 

“There are some things the femi- 
nine heart can’t resist—and among 
them are fine chocolates. 

“There is, of course, a difference 
in chocolates—and there’s nothing 
quite so disappointing as_ those 
which do not measure up to the 
highest good taste. 

“A safe rule, when in doubt, is to 
choose the products of manufactur- 
ers who lead. After all, those who 
make the most candy do so because 
they know the art of pleasing the 
most people.” 

As for results, a drug chain which 
had discontinued the Imperial line 
in favor of its own has again be- 
come a large buyer. Other dealer 
and consumer sales have increased. 

The Imperial staff has been reor- 
ganized to sell the complete line to 
the dealer and show him how to sell 
it to the consumer. Each piece of 
copy carries the name of a different 
Société product to strengthen the 
attack on this objective. 

Street car and outdoor copy sup- 
plement Pacific Coast newspapers as 
mediums. 


New Governors Are 
Elected at St. Louis 


Eight members of the board of 
governors were elected by the Ad- 
vertising Club of St. Louis this 
week, to take office July 1. 

They are G. Carr Gamble, adver- 
tising manager, rotogravure section, 
St. Louis Globe-Demecrat, re-elected; 
Arthur C. Hoskins, vice-president, 
Al Fresco Advertising Co.; Vincent 
A. McGrath, advertising production 
manager, Missouri Pacific Lines; 
Kennett R. McMath, copy chief, Nel- 
son Chesman & Co.; 

Al J. Rose, secretary, Skinner- 
Kennedy Stationery Co., re-elected; 

. M. Sherrill, advertising man- 
ager, First National Company; Nor- 
man Terry, assistant director of 
public relations, Laclede Gas Light 
Co.; Fred E. Winsor, national con- 
tact, General Outdoor Advertising 


Holding over for another year are 
Felix W. Coste, vice-president, 
D’Arcy Advertising Co.; Hubert J. 
Echele, secretary, Warwick Typog- 
raphers; J. Leslie Mahl, Lynton T. 
Block & Co.; Joseph A. Maxwell, 
vice-president, Beecher - Cale - Max- 
well, Inc.; Hale Nelson, advertising 
manager, Southwestern Bell Tele- 
phone Co.; George Leonard Shultz, 
artist; F. C. H. Stevens, Banner 
Sign System; and Louis A. Zimmer- 
1. Woodward & Tiernan Printing 


0. 

Ex-officio members are Harry W. 
Riehl, general manager of the St. 
Leuis Better Business Bureau, and 
Frank Nuderscher, president of the 
Professional Artists’ Association. 


Technicolor 


Film Sponsored 
by Lehn & Fink 


New York, May 21—With Lehn & 
Fink as the sponsor, the first adver- 
tising talkie in color is being com- 
pleted by Technicolor, Inc., and will 
shortly be released by Paramount. 

“Hollywood Beauty Secrets” will 
be the first of a series of Technicolor 
talkies to be sponsored by Lehn & 
Fink, who believe that the novelty 
of the offering will help secure wide 
distribution. 

Technicolor, Inc., does not share 
the belief of some that the spon- 
sored film plan is impracticable. 
The company has opened New York 
offices in charge of Frederie F. Bry- 
ant to cultivate advertisers. The 
company is emphasizing a new print- 
ing process which gives Technicolor 
films added brilliance, increased visi- 
bility, and a reduction of cost to 
seven cents a foot. 

Batten, Barton, Durstine & Os- 
born are handling the Lehn & Fink 
advertising, with Howard Angus the 
account executive. 


Fined for Copy 

On charges filed by the Birming- 
ham Better Business Bureau, Auto- 
Lee Stores, Inc., of that city, was 
fined $100 for violating the city ordi- 
nance prohibiting false and mislead- 
ing advertising. The Bureau said 
the “half prices” featured in the 
copy were the same as those pre- 
vailing a year ago. 


Jacob Pfeiffer Passes 

Jacob Pfeiffer, head of the Pfeif- 
fer Advertising Agency, Detroit, 
died in Harper Hospital May 16 
after a brief illness. Prior to estab- 
lishing his own business, Mr. Pfeif- 
fer spent 20 years directing the ad- 
vertising of Jerome Remick, music 
publisher. 


Dies on Train 

George C. Crowley, magazine 
broker of New York, died suddenly 
on an East-bound Rock Island train 
near Eldon, Iowa, May 18. He was 
49 years old, and was known as 
“the orphans’ Santa Claus,” because 
of his generosity to children in in- 
stitutions. 


Start “Packaging Record” 
The A. B. MacAttammany Publi- 
cations, New York, has begun publi- 
cation of Packaging Record, devoted 
to exploitation of packaging fields. 
A. B. MacAttammany is managing 
editor, and S. L. Memhard, H. J. 
Maynard and Allen C. Forbes are 
advertising representatives. 


Schwartz Promoted 
Sam Schwartz has become adver- 
tising manager of the Rochester 
(N. Y.) Democrat and Chronicle, 
one of the 17 Gannett Newspapers. 
He joined the paper ten years ago 
and ranks as the youngest news- 
paper manager in Rochester. 
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We've often told you that the Open Road for Boys Magazine 
produces phenomenal results. We think this letter proves it. What 
do you think? Yet this campaign is no exception. We have pro- 


duced equally sensational results scores of times. In the boy field 
the Open Road for Boys Magazine is quite beyond compare! 


“Roan BOYS 


CHICAGO L. S. GLEASON, Advertising Manager ROCHESTER LOS ANGELES 


BOSTON 
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Chesterfield — 
Offers Tin Free 
for a ‘Birdie’ 


New York, May 21—The Liggett 
& Myers Tobacco Company, which 
has been conducting a sample drive 
on Chesterfield cigarettes, has found 
a new way of getting its smokes 
into the hands of well-to-do members 
of the public, while securing some 
valuable publicity and good will. 

The company will present a tin of 
Chesterfields to any golfer making 
a. birdie—one under par—the limit 
being one tin to any one golfer over 
a regulation 18-hole course. 

Distribution is being simplified by 
providing the professional at each 
course with a supply of Chester- 
fields. To get his cigarettes, the 
successful golfer merely signs his 
card and presents it to the pro, who 
hands over the tin. Company sales- 
men later exchange merchandise for 
the score cards. This method gives 
Liggett & Myers a valuable mailing 
list. 

There are about 5,000 private golf 
courses in the country, and all are 
included in the new plan, which 
does not yet embrace fee courses, 
however. 


PLANE CRASHES 
BUT OCCUPANTS 
ESCAPE INJURY 


Advertising Convention Gets a 
New Thrill 


Hamilton, Ont., May 18.—A repe- 
tition of the Knute Rockne disaster 
was escaped by a narrow margin 
when the plane carrying James L. 
Hubbell, president of the Cleveland 
Advertising Club, to the convention 
of the Advertising Affiliation in this 
city crashed near Vinemount, a 
suburb, May 16. Mr. Hubbell is 
vice-president of William Ganson 
Rose, advertising agency. 

A friendly tree broke the dive of 
the plane, and while it was wrecked, 
all of the passengers escaped with 
minor cuts and bruises. 

Accompanying Mr. Hubbell were 
Mrs. Hubbell and Carl U. Brookins, 
membership secretary of the Cleve- 


ample. 


estate to maintain. 


It was not too late. 


booklet, 
below for your copy. 


He lost his job and - - 
- = left a small fortune 


A. 42 he lost his $6000 
position during 4 business depression. Happily, he soon 
found another just as good—but it started him thinking. 


Forty-two years old, with a wife and two children, aged 
11 and 13. Investments of $4000, earning $200 a year. 
Owned an $11,000 house, with a $4000 mortgage remaining. 
Carried insurance of $35,000, which, previously, had seemed 


Present income $6200. On the other hand his estate, 
robably amounting to not over $33,000 in cash with a 
lode free from mortgage, would yield at 5% a permanent 
income of not over $1650 a year for his family. They 
should have a family income of at least $3000 a year if they 
were merely to continue to live in the house he had so 
pridefully built for them, with a pitifully small surplus to 
put the children through college. 


He thought of the many times he had turned insurance 
agents away, saying (and believing) that he had enough 
insurance. He had rather fancied his ability to save. Yet, 
aside from his insurance, his net savings from 21 years of 
work had been the $11,000 invested in a house—a house 
that would demand a big share of the income from his cash 


Right then he determined to create more income-producing 
estate. He applied for $17,000 more insurance, and got it. 


Various problems of this nature are covered in our 
‘This Matter of Success.” It will help you 
determine your insurance needs. Send the coupon 


LiFE INSURANCE COMPANY 
OF BOSTON, MASSACHUSETTS 


a a a <a ms a mee ee ae ee ee ee ee ee ee ee ee ee ee ee ee eee ee ee oe 
Inqumy Bureau, 197 Clarendon Street, Boston, Mass. 
Please send me a copy of your booklet, “This Matter of Success.” 


=. ra 


GUESTS OF HONOR AT MERLE THORPE ADDRESS 


: 


Here are the honor guests at the membership luncheon at the Advertising Club of New York last week: 


Left to right, first row, Hubert A. Hagar, Gregg Pub. C 


o.; Edwin Mayer, chairman of the Industrial Adver- 


tisers Group; Merle Thorpe, guest speaker and editor of Nation’s Business; Charles E. Murphy, president, 
Advertising Club of New York; H. Griffiths Newton, managing director, Kingsway Press, Ltd.; Lewis H. 
Brown, president, the Johns-Manville Corp., and G. Lynn Sumner, the G. Lynn Sumner Co. 


Other honor guests in the picture follow: 


W. J. Merrill, vice-president, The Great Island Corp.; Wil- 


liam R. Robinson, vice-president, Wales Advertising Co.; Stanley E. Gunnison, Stanley E. Gunnison, Inc.; 


W. L. Omerod, general manager, Penn. Bell Telephone System; George H. C 
Cleveland Twist Drill Co.; A. J. Fehrenbach, vice-president, Advertising Age; Karl 


orey, advertising manager, 
M. Mann, president, 


Case-Shepperd-Mann Pub. Co.; Guy Scrivner, director of advertising, Nation’s Business; Norman M. Mark- 


well, Paul Cornell Co., *Inc.; W. Sh 


aw-Thomson, director, Advertising and Selling Course; Stanley R. Ellis, 


prize winner and honor guest; Blaine’ McLean, prize winner and honor guest. 


land club. Charles W. Myers was 
the pilot. His Goodrich Lockhead 
Vega plane was flying smoothly at a 
height of 5,000 feet and had almost 
reached its goal when the fuel line 
became plugged, the engine went 
dead and the machine nosed for the 
earth. 

Frank L. J. Seldon, of Hamilton, 
was elected president of the Affilia- 
tion as one of the closing features 
of the convention, which attracted 
about 400 advertising men and 
women from Buffalo, Rochester 
Cleveland, Erie and other cities. 
Cleveland was awarded the 1932 


meeting. 
Other officers: First vice-presi- 
dent, Charles R. Wiers, Spirella 


Company, Niagara Falls, N. Y.; 
second vice-president, Edgar Web- 
ber, Erie, Pa.; secretary-treasurer, 
Jay J. Fuller, Buffalo, re-elected. 


Gift for Frazee 


The Advertising and Sales Club 
of London, Ont., won the Tom Yull 
Trophy with an Amos ’n’ Andy 
stunt in which Mr. Yull himself 
showed how one man can take five 
or six different roles. Francis B. 
Frazee, retiring president, was pre- 
sented with a silver platter by Art 
Coombes, president of the Advertis- 
ing Club of Hamilton. 

E. D. Ring, account manager of 
Ronald’s Advertising Agency, Ltd., 
created a sensation at the meeting 
when he asserted that the idea that 
the United States and Canada have 
licked all of their production prob- 
lems is a myth. 

“We have failed,” he said, “be- 
cause we have not yet learned to 
produce quality goods at a price the 
public can pay. How can there be 
over-production when millions of 
men have not the money to buy an 
overcoat?” 

Tim Thrift, assistant sales man- 
ager of the American Sales Book 
Co., Elmira, N. Y., said the most 
beautiful advertisement in the world 
may not sell a dime’s worth of 
goods. 

“When I was a raw recruit in 
advertising,” he said, “testimonials 
were given with sincere intent and 
without price. Most type faces were 
designed to be read. There was a 
general feeling among advertising 
men that copy should be ‘reason 
why’ and written to sell goods. Many 
other quaint notions existed, most 
of which have died a natural death.” 

Frank Prendergast, advertising 
manager of the Imperial Oil Com- 
pany, said his house created good 
will among farmers by the distribu- 
tion of booklets of direct interest to 
them. Weed extermination, farm 
management and other subjects were 
covered. 

The sentiments expressed by the 
Prince of Wales in a recent address 
at Manchester received the hearty 
endorsement of Carl Gibson, presi- 
dent of the Standard Store Service 


Corporation, in an address at a night 
session of the convention. 


“Any woman,” said Mr. Gibson, 
“would rather have three or four 
dresses at $18 each than one costing 
$50 or $75. Hence durability is not 
much of a factor in many commodi- 
ties.” 


Dr. Charles Reitell, director of the 
Greater Pennsylvania Council, dis- 
cussed “Budgeting of Advertising 
Effort,” urging establishment of 
definite standards of performance 
for advertising, and closer co-opera- 
tion with the fiscal side of the 
business. 


William E. Wild, dean of arts and 
sciences at the University of Roches- 
ter, said the business depression will 
have constructive results, because 
out of it has come the general 
recognition that every man is en- 
titled to a chance to work. 


He characterized changing price 
levels as illogical and said business 
must overcome this problem. 


“We may not like all that is going 
on in Russia,” he commented, “but 
Russia at least has a plan.” 


Bill Hay, of WMAQ, Chicago, 
talked informally at a later session 
after delivering his formal address 
on radio advertising. One listener 
asked him why he always gives the 
date in introducing the Pepsodent 
program. 

“Because it’s news to the majority 
of people,” returned Mr. Hay 
promptly. 


Duration of Depressions 


Marc Rose, editor of The Business 
Week, gave the figures on depres- 
sions of the past. Five lasted 24 
months, one seemed to be over, but 
returned for a brief visit, and one 
lasted 39 months. 


“There is an irreducible mini- 
mum,” he said, “of 70 to 80 per cent 
of normal business. We can say with 
confidence we have reached the bot- 
tom. But the big question is not 
when we will start up the grade, but 
whether our delicate economic struc- 
ture can continue to stand such 
wrenches.” 


Ten million people in the United 
States, according to Mr. Rose, do 
not possess bath tubs. 

J. Murray Gibson, general pub- 
licity agent for the Canadian Pacific 
Railway, said the railroad has gone 
into opera. The C. P. R. Hotel at 
Banff engaged an opera company 
and permanent guests increased 
from 29 to 550. 


Introduce Print Cloth 


Holliston Cotton Bond, a new cot- 
ton cloth for printing and packaging 
purposes manufactured by the Hol- 
liston Mills, Norwood, Mass., is being 
introduced by Badger and Brown, 
Inc., Advertising, Boston. 


National Copy 
Holds Up Well 
in Newspapers 


New York, May 21—Though na- 
tional advertising in 120 newspapers 
in 30 cities showed a decline in April 
from April, 1930, this loss was 
smaller than that in the local classi- 
fication, according to the New York 
Evening Post. 

All classes of advertising in these 
newspapers aggregated 13,435,636 
lines for April, 1931, a loss of 1,420,- 
802 from the corresponding month 
a year ago. National advertising 
lineage was 3,119,356, a loss of but 
361,302 lines. Local advertising fell 
off 1,058,696 lines and classified ad- 
vertising 804 lines. 

Some papers effected comparative 
gains in national advertising line- 
age. Among these are the Chicago 
Evening American, Philadelphia 
News, Boston Record, Baltimore 
News, Los Angeles Examiner, San 
Francisco Examiner, San Francisco 
Call-Bulletin, Indianapolis Star, Oak- 
land Post-Inquirer, and Omaha Bee- 
News. 

Local lineage in Philadelphia, 
Washington, Cincinnati, and St. 
Paul ran ahead of April, 1930. 
Classified lineage in St. Paul showed 
a gain over 1930. National adver- 
tising in Omaha registered an in- 
grease. All other classifications in 
all other cities declined. 


Herald and Examiner 


Distributes Own Papers 


The Chicago Herald and Exam- 
iner, which is celebrating its 50th 
anniversary, has departed from its 
past policy by assuming distribution 
of its paper to Chicago homes. 
Heretofore this has been handled by 
wholesale distributors. 

The morning paper’s new policy 
leaves the Chicago Tribune as the 
only Chicago daily which distributes 
through the Newspaper Carriers As- 
sociation of Chicago. 


Editor and Backer 
Meet Violent Death 


Herbert Spencer, former editor of 
the Los Angeles Evening Express, 
more recently publisher of “Critic of 
the Critics,” was shot to death May 
10 in the office of Charles Crawford, 
his supposed silent partner. Craw- 
ford also was killed. 

In a recent series in his paper, 
Spencer called a former police officer 
“The Al Capone of Los Angeles.” 


Moxie Announces 


Ten-Year Campaign 
The Moxie Company, Boston, has 
announced a ten-year plan of adver- 
tising and distribution for Moxie, 
Pureoxia Ginger Ale and other bev- 
erage products. 
Dorrance, Kenyon & Co., Boston, 
is the new agency. 
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a HE times demand exceptional cut to recognition among dealers that 

s measures. your product is one to feature. 

The Chicago Tribune pro- Its compelling shock on the individ- 
vides them in the full power of the news- _—_—ual reader reverberates through the en- 
paper page fired with the dynamic tire range of Tribune circulation—over 

. action of color. 805,000 daily and over a million Sunday. 

" Color in the main section of the No other Chicago newspaper 

. newspaper is spectacular. offers you this new marketing aid, avail- 

, It stamps any message as impor- able on any day you want. 

y tant. No other Chicago newspaper 

, It smashes through buying inertia, permits you to establish yourself so em- 

: gets attention and interest. phatically in the minds of consumers and 

: A campaign in Tribune run-of- _ retailers. 
paper color, costing but little more than A portfolio of specimens showing 

| black-and-white, is the most effective how retail stores and national adver- 

; sales stimulant available to advertisers _tisers have used Tribune color to offset 

in the great Chicago territory. competition, to introduce a new line or 

A single page, used strategically, to rejuvenate an old one, will be sub- 

well merchandised, will slash anew short — mitted promptly on request. 

Chicago Tribune 

THE WORLD'S GREATEST NEWSPAPER 

} 

. Average Circulation for the six months ended March 31,. 1931: 

: Daily, in excess of 805,000; Sunday, over 1,075,000 
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C0-OPERATION 
IS OLD STORY 
TO EVERYBODY 


But Refrigeration Industry 
Proves It Works 


New York, May 21—The Electric 
Refrigeration Bureau believes its 
greatest achievement has been, not 
inducing manufacturers to come into 
magazines with their individual 
stories behind introductory advertis- 
ing by the Bureau, but creation of 
the same close co-operative spirit all 
the way down the line, to the small- 


After a sizzling contest, Frank est dealer. 


Kilsby, of the Recorder Printing & | 


Pub. Co., 


bins, San Francisco 


Plan Rolling Meeting 


The Washington State Press As- 
sociation will hold a “rolling conven- 


tion” in June on a special train. 


While at first blush the co-opera- 


defeated Walter Crib-|tive magazine broadsides are the 


. advertising | most sensational aspect of the cam- 
agent, in the race for the presidency | 


of the advertising club of that city. | 


paign to. sell 1,000,000 refrigerators 
this year, the Bureau believes the 
| spirit of co-operation engendered in 
the industry is without parallel. 
The Bureau organization includes 
12 regional directors, all prominent 
lin the electrical field. Under this 


general staff, state and province di- 
rectors encourage the formation of 
local bureaus. Hundreds of these lo- 
cal organizations are being set up in 
the United States and Canada, bring- 
ing together central stations, distrib- 
utors and dealers—every type of re- 


| tail and wholesale outlet for electric 
| refrigerators. 


Stage Local Shows 


These local bureaus are backing 
the manufacturers’ advertising with 
newspaper, radio, outdoor advertis- 
ing and direct mail. One of the phe- 
nomena of this co-operative work 
has been the staging of exhibits, 
where every make of electric refrig- 
erator is brought together under one 
roof. Such displays, resembling, on 
a smaller scale, the national auto- 
mobile shows, have been held in Phil- 
adelphia, New Orleans, and many 
smaller cities. Such a show in a me- 
|dium size city in New Jersey de- 
veloped $50,000 worth of business. 

“The Electric Refrigeration Bu- 
reau campaign,” said the Bureau, “is 
showing that sales makes sales—that 
wherever a_ dealer’s co-operation 
with his competitors nets them one 
|sale, their co-operation with him 
| will net him many sales. The sound- 
ness of the underlying idea is being 
|demonstrated more clearly every 
day.” 
| More than 8,000 cities and towns 
have organized for the Spring Jubi- 


INTEGRITY BLDG. 


PHILADELPHIA _ o 


Let us consider... 


SUMMER 
BROADCASTING 


IL the minds of advertisers and 
their advertising agencies, summer evokes the question, ‘“*What 
about radio broadcasting? What about its effectiveness as a 
summer advertising medium?” 


To answer these 


consider the vast improvement in transmission and reception 
which has taken place during the past four years @ When 
radio broadcasting was in its infancy, transmitters and receiv- 
ing sets were as poorly developed as the whole industry of 
radio. Today the tremendous development in both trans- 
mitters and receiving sets guarantees the perfection of sum- 
mer broadcasting @ Next let us consider the receptiveness of 
the July-August audience. Summer inclines every one to a 
**play-mood,”’ a psychological relief from the strain of winter. 
Let an advertiser, through his program, appeal to this mood 
and he is assured of complete public acceptance @ As to the 
relative size of summer audiences, survey after survey have 
shown that the July-August period loses but 8°% over the 
January-February season, and every year shows a decrease in 
that figure @ 


Scott Howe Bowen, Inc., living up to 
its policy of intelligent, efficient service to advertisers and 
advertising agencies, is ready to discuss this question of sum- 
mer broadcasting as an effective advertising medium. 


‘Scott Howe BowEN Inc. 


CHRYSLER BUILDING 


NEW YORK 


«CHICAGO 
| WRIGLEY BLDG. 


e¢ “DETROIT 
FISHER BLDG. 


questions, first let us 


e DALLAS 
BAKER HOTEL 


ATLAS AND HIS BURDEN 


Warehouse Co., Philadelphia. 


Aquatone process. 


Striking cover of a booklet issued by the Atlas Storage 


_ Idea and copy by Jerome B. Gray & Co.; layout and art- 
work by Wm. P. Schoonmaker; photography by Richard T. 
Dooner, and printing by Edward Stern & Co., using the 


lee, during which the industry ex- 
pects to reach three-fifths of its 1931 
quota. 

Set New Records 
If the electric refrigeration indus- 


value of co-operation, it may be be- 
cause, as the Bureau said, “the in- 
dustry has remained unaffected by 
the depression.” 

Individual manufacturers are 
unanimous in reporting record- 
breaking sales. 

J. A. Harlan, vice-president in 
charge of sales, Frigidaire Corpora- 
tion, reported a 20 per cent increase 
in April, 1931, over April, 1930, 
with a 43 per cent gain in factory 
production scheduled in May. 

For the General Electric Company, 
P. B. Zimmerman reported April to 
be the largest refrigeration month 
in G-E history. 

A. M. Taylor, director of advertis- 
ing, Kelvinator Corp., reported a 
41.8 per cent increase in April over 
the best previous month in the com- 
pany’s history. 

The Bureau campaign is handled 
by Lord & Thomas and Logan, W. E. 
Underwood being the account execu- 
tive. 


McGruther Re-elected 
by Montreal Club 


W. G. McGruther, advertising 
manager of Canadian Industries, 
Ltd., was re-elected president of the 
Advertising Club of Montreal at the 
annual meeting. W. B. Tingle, ad- 
vertising manager of the Imperial 
Tobacco Company, was _ re-elected 
honorary president. Other officers: 
First vice-president, R. J. Ambler, 
Northern Electric Co.; second vice- 
president, D. M. Gowdy, Financial 
Post; directors. two years, Fred F. 
Esler, Esler Typographic Service; 
W. Sutton, Montreal Gazette; 
Lloyd C. Hazelton, Printing Review 
of Canada; R. B. Perault, Cum- 
ming Perault Ltd.; Paul G. Rodier, 
Howard Smith Paper Mills: one 
year, H. Brabant, H. Fortier & Co.; 
A. B. Jarvis, Elliott Addressing Ma- 
chine Co. 


Use Rotogravure 
on Chinese Catalog 


In issuing one of the first catalogs 
ever published on Chinese merchan- 
dise, I. Shanin & Co., New York im- 
porters, used four colors for the 
pg with rotogravure for the in- 
side. 


The conventional Chinese dragon 
provided the cover design. 


try has given a new aspect to the | 


Gillette Sues 
United Cigar 
for Big Sum 


New York, May 21—The Gillette 
Safety Razor Company, Boston, has 
filed suit against the United Cigars 
Company for $10,000,000, alleging 
misrepresentation by United in a 
contract with Gillette. 

The contract involved covered a 
ten-year period ending in 1937. Gil- 
lette charges it was induced to sign 
by misrepresentations made by 
United as to the number of blades 
it sells at retail, and that the mini- 
mum specified in the contract was 
considerably larger than the chain’s 
selling capacity. United, it is al- 
leged, disposed of the surplus 
through wholesalers and other chan- 
nels, contrary to the agreement. 

The Gillette Safety Razor Com- 
pany also alleges the compensation 
paid to United for advertising and 
sales promotion was greater than 
would have been agreed upon if the 
actual conditions had been known. 

The stipulations in the contract, 
the complaint says, have been vio- 
lated by a reduction of the number 
of stores in the United chain. The 
document says Gillette has elected to 
terminate the contract and demands 
repayment of sums paid over under 
the alleged misrepresentation. 


“Executive Secretary” 
to Start June 15 


The Executive Secretary will be 
published from New York June 15 
as a monthly for feminine secre- 
taries and executives in business in 
that city. 

The publication claims to be the 
first in this field. Type page will 
be 5% x 8. 


Nebraska on Air 


The Nebraska Progress Associa- 
tion, Omaha, is using three radio 
stations as a prelude to publication 
advertising. Charley Hall is execu- 
tive secretary. 


Place McKinney Account 


The advertising of the McKinney 
Manufacturing Co., Pittsburgh, 
builders’ hardware, is now being di- 
rected by Ketchum, MacLeod & 
Grove, of that city. 


TT TT TT VTTNNLLLL__§€£€£i@_______#__4__#_HHHHH#H —————————————————————— _ 
 —  — — — — — ——————— }—— 
ye | 
a * : gtk? r 3g Pa < Samer Bed at co . oe ek ee Fu 
} : = . ae ee 
; H F cs ane as 
M a “ 
‘ : Hs 
Ps Pe Siow aM rm 
= | Ny ni oo 
é ty we | a | = a 
i” is q | en : 44 
. “4 : — : : 
>a ie | et - 8 bt 
k Ee — : | a . r aaa a ee a sf 
a ae Ue ea Be ees hes 
ee ~ em ey a mene ¢ f Oe! = 
= ein | i tee De i aul i E ¥ Wy - 
me fected ot aes ae ‘ 4 
3 es . ——— ; see he eee See ae 
i : 19 pees ‘i were = - 
Pn re EST eae a ges “ 8 
poabe : a ee a : : 
Eo ah . | Be ee . rh 
7 Ee a : aie Neel on gee PIC 1 ee ee “ee 
oa eo Fie Fe gre. > ee eee ' ; 
eta ae Pa see sar ‘ Bight wees sais anaes ne as 
a ae ee a : ones i eB he eh ; 
apr 7 Eee ee ie Pe 1 <5 i pat oe kee a | $ 
hat ere < sale eg | we a aaa : % 
rrare hee Ber on sc ~ eee ; ie ar some ANG ’ 
; any tase Poe: a. BR ee | * Ry eee SS oe 
Nw og cy ake Pot ay f ‘ es ne Fi ae ta 
(Taner i> eee ee Mee ae ae | : Bek <a at ee As 
af - nie - a ee ea os 
ara = — —EEEE — x iis. at Rite , a 
Oe ed eo «hl eae: a He 
p< : Sy eae) Ba ae ‘ : 
y as ‘ F er gaey Ps +e 
ae : Kis ‘ eS 
rand eT | iW, hs % te 
a ie | hs aes 
‘ EO % Fr ot 
alge ' - il < 
nee sali : ee _ 
Mies ee me cer et 
ra ai = os ys = Woe: 
en eae PO ‘ ,. : ‘ sy 
68.9: ‘ ws 
a Ps ; | | ‘ 2 
, fy . Ae 
Noe rt me 
7 i “ 2 : f — ae 
an — os x ns 
; bi giee’ A ——ooooaes=aoaaeaee—a—————— S$ <<<<$<$<—€€O_——  ———— — — —  (  __ (00 (ao a oaa——a—a—a—ooonounj\qqm—a rie ‘ . et 
ne it - 7 nit) 
ilk “ee Sr cee = a gh ok ae 3 
; 7 * ‘ Seo Se oS 
-_ ‘ "7 the a Nae ‘ 
E * ae © : 
May ‘ ' rt af 
ih . eg . : 
7 EE: — Re a oe 
a My 
ae ee 
a ee 
ea 
2 _—_ 
= # SOE 
hier 
Pa 
- 
pect cee ae 
Deaka bac 
meres = 
aloo ——_——- 
riety 
( ber ey 5 
car aE 
en | 
Te te 
ee oY 
wr? 
1 
Pa 
eee ita 
eit mS oe 
et, 
EP ia 
. 
~ oe 5 
ee 
poe 
ma at 
Peet ae SEE SETI EE RB: ROTI ai ee ERECT le OE CE. _ ae 
7 hae eee ry } — 
| | | Pe 
y | 
| 
a 
ae 
7 rr, = Eee ol ator gter: tn Beas ih | Ex 1 ered ES, i 2° tied sett a Ae _ ot ER, ARES Re. 7 Fn ee es er CN Saag ee Me as pee VUES. 7 ere ag \ eer mea eis: 
eee ra rN Peete eee a a ee CCM eR ce ee eee a ee es ee ey 
RUC ‘ear ye pone : Es A as RTE Lore heey ca So RT eet eee a neo ae ae ee ras aes a ee Re ee Sree 
ry ee She Tec carn eet ks eee Reet ee 2 ae eta > ae ee B20 aie ceils | ine tye ee pee an 8 ee eee. |S alae ‘ ie vs eee as Cie ice na 
ne : Wes Dh ae bat = 8 ees Ae he gpg. ea: ie ay. eS a a es 2 eet ar atm pe hee Ne eee = En Cae ea oe bene . = 7 oA a ae Ry oh ey 
bi : 3 ares Es, gal a RRS yl Ske anal A MG Ge SOY eee 3 free. See ot he crs me ae Se Pe EN kde Fee eh gu are 4 One Nene TAs eR Morne ats eS 
: ‘ge se a ee Nat aaa he Sores aaa ii Dt ae TONE gs ae RARER Soe Regerm ort Se eA Nye Pree RN cos a,” "Tyna nine coon eRe) Me mRERE ER ae ST Bs a il at erat 
4 5 8 Beh eae en nay. AE TT i< aehL pak aaa a Pi SS 2 a wr 3 22a Oem Sita 1. i Fong 2 eds Paha Sentry | . ~ a eee eG Pe 5 ee 
Re Sal Maker eee A; it ae be ign ee) * Se ae Al Ahi a Tee eae Oise a Ses ae J Bash ec ae - , sabes 1 
- bi a al ABN eI nes gs a8 ee x-0" coe ox hare ee Baan ees es sews ied wariag © oot ‘eee = 7 Rt eo as ps A YEE 


May 23, 1931 ADVERTISING AGE 


Q) Liberty 


[Llustrators 
Who Appear In Coming Issues 


| 


HEY typify the artistic standards which have 

helped to make Liberty the most-asked-for maga- 
zine. This 1s a definite announcement of their contin- 
uance: 


WaA.itace Morcan 
CLAYTON KNIGHT 
NorMAN PRICE 


W. T. BENDA 
ANOTHER JAMES MONTGOMERY FLAGG 


WRITER Rico Tomaso 


Coming in Liberty W. D. STEVENS 


Hersert M. Stoops 
W. FE. HEITLAND 


Libertys seven-year-old editorial formula of human, 


° § Vin Dow newsy, concise stories and features, written by capable 

authors and illustrated by famous artists, will remain 

Who will write the unchanged save for the improvements natural to any 
story of the strangest fool: dules ll : b ne ae aes ] 

iii tie ae vital idea. More magazine buyers ask for this formula 


American crime. than any other and more ask now than ever before. 
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Boston Club 


Greets New Officers 
The Advertising Club of Boston 
elected the following officers May 20: 
President, Carroll Swan, publish- 
ers’ representative; first vice-presi- 
dent, Ernest L. Johnson, S. D. 
Warren Co.; second vice-president, 
John Nicodemus, Continental 
Clothing House; secretary, Herbert 
Stephens, American Lithograph Co.; 
treasurer, Frank Black, Filene’s. 
Retiring President Louis Gibbs 
was presented with a set of golf 
clubs, and a tribute was paid to 
George Moulton, who relinquished 
his post as treasurer after 15 years’ 
service. 


Wilson with Columbia 

R. C. Wilson, Jr., former district 
manager for Liberty, has become 
Philadelphia sales representative of 
the Columbia Broadcasting System. 


Among the readers of 
RETAILING 


are the 
store executives 
who buy 


Business Machines 

Store Fixtures 
Construction Equipment 
Lighting Fixtures ~ 
Display Fixtures 


Delivery & Motor Equip- 
ment 


Wrapping Paper, Cord 
Boxes 
Stationery, etc, 


RETAILING 


A Fairchild Publication 
8 East 13th Street, New York, N. Y. 


QTuDENT 


As a means T 
of getting 
Bo owes. RADE 
sales, at the same time educat- 
ing the young men of America 
touse your product, the college 
market stands supreme. 
Concentrated in 37 of the 
largest colleges, the College 
Daily newspaper group offers a 
convenient and effective first 
approach of this'market. 


If you want student trade, 
we can help you get it. 


A circular descrip- 
tive of the College 
Daily _ newspaper 
group will be gladly 
sent upon request. 


Established 1913 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 East 4lst Street 612 N. Michigan Ave. 


GAINS 


1928? ... YES! 
1929? ... YES! 
1930? ... YES! 


1931? .. YES! 


—both readers and advertisers 


Our latest survey gives 
important statistics on the 
Buying Factors of the 
Golf Market...want it? 


The Business Journal of Golf 
205 W. Wacker Drive . . . Chicago 
20 Vesey Street .... New York City 
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ARE SPONSORED 
MOVIES UNFAIR 
COMPETITION? 


Federal Trade Commission 
Gets Complaints 


New York, May 21—Eugene W. 
Castle, of Castle Films, has filed a 
complaint with the Federal Trade 
Commission charging Paramount- 
Publix and Warner Bros. Pictures, 
Inc., with unfair competition by 
showing sponsored advertising films 
in their theaters without labeling 
them as such. 

P. S. Harrison, editor and pub- 
lisher of Harrison’s Reports, has 
lodged a similar complaint against 
Warner Bros. Pictures, while Nicho- 
las M. Schenck reiterated his oppo- 
sition to sponsored films. 

In his complaint, Mr. Harrison 
called attention to the resolution 
adopted by independent theater own- 
ers at a Trade Practice conference 
held October 10, 1927, under the au- 
spices of the Federal Trade Commis- 
sion. This resolution, which was 
adopted unanimously, declared the 
inclusion in films of advertisments 
for which compensation is received 
is an unfair trade practice. 


Object to Announcement 


The introductory title of every film 
produced by Warner Bros. and its 
subsidiaries, Vitaphone, Inc., and 
First National, Inc., carries a line to 
the effect that a certain brand of 
radio is used. In most such pictures, 
according to the complaint, no radio 
of any kind is used, Warner Bros. 
using this method to secure advertis- 
ing for a company it owns. 

Mr. Schenck, who is president of 
Loew’s, Inc., also has entered the 
fight with the announcement that 
the Loew Circuit will exhibit no ad- 
vertising film, and that Metro- 
Goldwyn-Mayer, of which he is also 
president, will produce no sponsored 
movies. 

“We are definitely opposed to 
commercializing the screen,” com- 
mented Mr. Schenck. “Screen ad- 
vertising is unfair to our audiences. 
An advertisement on the screen 
forces itself upon the spectator. He 
cannot escape it, yet he has paid his 
admittance price for entertainment 
alone. Screen advertising is far dif- 
ferent from newspaper or magazine 
advertising. One is not forced to 
read that advertising. 

“It is true that some screen adver- 
tising is cleverly done and in spite of 
its commercial angle is entertain- 
ing. However, I should not like to 
see many such subsidized pictures, 
and the temptation is to make the 
advertising phase more and more ob- 
trusive and hence annoying to the 
audience. 


Situation in Europe 


“In Europe there has been a great 
deal of screen advertising. It, too, 
started in a clever and subtle man- 
ner. But now it has become a bore 
to the spectator and a menace to the 
theatre. 

“We have been active in trying to 
persuade other producers and theatre 
operators to take a stand against 
screen advertising. We are continu- 
ing these efforts to free the screen 
from anything but an entertain- 
ment.” 

The Federal Trade Commission 
recently announced it is unalterably 
opposed to announcements that 
charges have been filed with it, and 
will take into consideration the fact 
that such an announcement has been 
given out, in weighing the charges. 


Agency for Insecticide 


Brinckerhoff, Inc., Chicago, has 
taken over the account of the Al- 
laire-Woodward Company, Peoria, 
Ill., El Vampiro insecticide. 

Though most of the advertising in 
farm papers, business papers and 
newspapers will be continued, spe- 
cial distributors will be added in 
sections not now well covered. 


ii) MAME 


BORDEN WAGON GOES INTO HOME 


= a 


BORDENS 


Edward F. Molyneux 


Besides Mr. Molyneux, who is 
art director of the Newell-Emett 
Co., the Art Directors Club elected 
René Clark, Calkins & Holden, first 
vice-president; Dee C. Brown, 
Geare-Marston, Inc., second vice- 
president; H. Thurland Hanson, 
Charles W. Hoyt Co., secretary, and 
Denison Budd, Frank Presbrey Co., 
treasurer. 


Heads Outdoor Company 
Ben H. Adams, former Rochester 
manager for the General Outdoor 
Advertising Company, has_ been 
elected president of the North Texas 
Advertising Company, operating 
plants in Dallas, Waco and Fort 
Worth. 


Fourth Editor 
of ‘Harper’ s’ 
Resigns at 56 


New York, May 21—Thomas B. 
Wells, editor of Harper’s Magazine 
and chairman of the board of direc- 
tors and executive committee of 
Harper & Brothers, publishers, re- 
tired from active service May 18, 
though he will continue as a mem- 
ber of the board and a stockholder. 

Mr. Wells, who rounds out 31 
years of service with the publishing 
house at the age of 56, was the 
fourth editor of the 80-year-old 
magazine. He entered the editorial 
chair via the business office, which 
may be the reason he was called to 
the helm in 1921, when the company 
was suffering from financial trouble. 
He effected a reorganization which 
ended ills of this nature. 

Harper & Brothers was founded 
in 1817, but it was not until 1850 
that the magazine was established. 
It declined advertising until 1864, 
when it succumbed to the popular 
trend. 

Mr. Wells will spend most of his 
time in France in the future, but 
will make frequent visits to this 
country. 


Club Roster Grows 


The New Haven Advertising Club 
has approved the applications of 
Henry G. Thompson & Sons Co. 
(firm membership); Miss Helen F. 
Casey, Yale University; J. N. Cum- 
mings, Wilson H. Lee Advertising 
Agency, and Gus Parsons. 


HOTEL FIRST TO USE NEW MEDIUM 


The Paramount Hotel, New York, is using this revolving 
stencil, projected on buildings or clouds by a 400-million candle- 
power searchlight, for its publicity. Herman George, the owner, 
says he will project motion pictures on the clouds next. The 
light is perched aloft 1441 Broadway, and here it is using the 
Empire State Building as a screen. 


ENTER HOMES 
VIA TOY FIELD 


The demand of _ sophisticated 
American youngsters for realistic 
toys, as revealed in exhibits at the 
Chicago Toy Fair this week, has 
afforded several national advertisers 
an opportunity to build good will in 
a unique way. 

One example is the Borden milk 
wagon, a wooden action-toy consist- 
ing of a wagon and horse, made by 
the Rich Mfg. Co., Morrison, IIL, 
for which the regular Borden deliv- 
ery unit serves as the model. 

The Borden company pays the 
manufacturer a small amount for 
decorating the toy with its name and 
advertising message as it appears on 
its wagons. In return, the manufac- 
turer packs with each toy a return 
post card which, when filled out and 
mailed by the purchaser, brings the 
Borden route man with a toy figure 
to occupy the driver’s seat and a 
crate of toy milk bottles with the 
compliments of the donor. 

The route man takes advantage of 
the circumstances to solicit the fam- 
ily dairy business. Over 50,000 of 
these toys were sold in the New 
York area during the holidays. So 
far this year, 75,000 have been dis- 
tributed to dealers throughout the 
country, and the company says en- 
thusistically this is just a starter. 

How Florists Work It 

A similar plan without the post- 
card has been adopted by the Hubley 
Manufacturing Company, Lancas- 
ter, Pa. In this case, the advertiser 
is put to no expense, the manufac- 
turer bearing the cost of decorating 
the toy with the name and selling 
message of the advertiser and the 
latter agreeing to make the privilege 
of using his name exclusive with the 
manufacturer. The manufacturer’s 
interest lies in the value of realism 
incorporated in his product. 

The Hubley leader is an Indian 
motorcycle delivery car bearing the 
famous slogan “Say It with Flowers” 
and the insignia of the florists’ asso- 
ciation. 

Food manufacturers have been 
paying attention to toys for some 
time. Several have induced manu- 
facturers of toy ranges to enclose 
postcards good for samples, and 
others have given the manufactur- 
ers miniature packages to pack with 
the toy. The range manufacturer is 
usually glad to pack the samples 
with the range, as he believes they 
add to the value of his product. 


Meyer Buys Control 
of Magazine Group 


John C. Meyer, for many years 
with the hotel contracting depart- 
ment of the Gorham Company, 
Chicago, has acquired control of 
Management Magazines, Inc., Chi- 
cago, publishing Club Management, 
Catering Management and School- 
Feeding. 

Jay Bohn continues as advertising 


|manager, and Lewis A. Guernier, 


formerly of the Hotel World, has 
been added to the editorial staff. 


Grand Rapids Elects 


Tom Kraii was elected president 
of the Advertising Club of Grand 
Rapids, Mich., at the annual meet- 
ing, Dewey Blocksma being elected 
vice-president. Wilson Van Hinkle 
is secretary. 

Directors were named as follows: 
Lee M. Dygert, Edson O. Geissler, 
Philip S. Johnson, Lee V. Mulnix, 
Frank W. Steketee, and Henry W. 
Walstrom. 


Miller Promoted 
by “Breeders Gazette” 


After 20 years with the Sanders 
Publishing Co., Chicago, and Spen- 
cer, Inc., publisher of Breeder’s Ga- 
zette, Walter L. Miller has been ap- 
pointed publisher by Samuel R. 
Guard, president of the company. 

The J. C. Billingslea Company, 
Chicago, becomes Western represen- 
tative for the paper. 


Place Aviation Account 


E. M. Laird Airplane Co., Chicago, 
has appointed the Albert L. Lauer 
Company of that city. Aviation 
ana and direct mail will be 
used. 
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Making It Easier for — 
Advertisers to Buy and Use 


S t t * a A d tis 

| UR NEW SALES PLAN in now in effect. It permits | ll ~ 

, the advertiser for the first time to buy and use Street 

| Car advertising on a basis that is unlimited in its flexibility. DAILY COST—less th an $ 150 
a Here is an example of how the 5,000 cards could be distributed 

| Previously, Street Car advertising has been sold only on full or at a monthly cost of $4,400: Cards 

half service contracts for one year’s showing with short rate Displayed 

charges for six months’ contracts. an. , a Sea ee ees ee 500 

; RE 6 os do 0 ad wate, sak Pa 50 

; Our new method allows the advertiser to spend exactly to the en. ao ee ee 50 

dollar what he wants to spend in the different cities. We have ee Se PS ale os 50 

. adopted the rate method of many leading newspapers — the Cleveland DPI Te Etre ops Fe 500 

‘ : 7 : ‘ Cincinnati . . 350 

‘ only difference is that instead of buying so many lines of space MER city sy wed pce | 100 

; to be used within one year, the advertiser buys a definite number GE ER nal 

: of car card displays at so much per card per month to be used Ro 8 feveqn Rhetee endl o 6s 75 

; when, where and to the extent desired within one year. I, ec ey ea a 50 

Rs Ole We ee Lc 2 ee 250 

> The seasonable advertiser or the advertiser who has a special Das poe ie ae LAN 250 

; short time campaign may contract for a definite number of car Rochester... 2.22... ee ee, 150 

card displays for one year and accelerate his service as desired. SYTOCUME ge ee me ee 50 

‘ Binghamton oie sh ee Sree, - COTTAM. Es 50 

: For example, the rate for 5,000 cards monthly for one year would nal SL ade thtaaan re ane Se 400 

“ be the same whether the service is used within six months by Atl 1g ; Piedagtindiedecrnt) ik y - 

: the display of 10,000 cards, or within four months by the dis- eit. binds os le 

e play of 15,000 cards, or within three months by the display of Se Geeeeeets ss i as oo. Lt 400 

4 20,000 cards, or within two months by the display of 30,000 Cs, 5 ores «toe Semctk Boelh & 4 200 

d cards. Se OE eo wow bos wie er ca gry et 500 

: Or ere ae ee aes (ae 100 

s One lapse is permitted without extra charge — as an example, Dallas... ee ee ee ee ee eee 100 

: continuous service during March, April and May and during ~ ee te Ne ee eee 75 

September, October and November. saniaiie veg) vel ott Se feuhiia, 
There are three very important reasons why this new sales plan (5% Excess Display Guaranteed) ..... 5,000 

: will greatly benefit the advertiser who wants to advertise only be» 7 

“ where he has distribution and only to the extent that his sales 

; in each market justify — The average Street Car of the United States now carries more than 17,000 

. ; passengers monthly. On that basis, 5,000 cars in these 27 cities carry more 

, than 85,000,000 passengers every month. This figures 100,000 circulation for 

: First, because he will select cities where the ta ee pag emo circulation is the lowest cost, definitely 

3 conditions are most favorable for him. 

. Sales have declined in nearly all lines of business, 
Second, because he will have the satisfaction of and like all other advertising mediums, we are below 
knowing that he is not spending money for normal : 

i advertising that reaches people who live in 

all cities, towns and villages where his product is NOW -- in order to help ourselves, we have figured 

“ not on sale or in places where his sales are very out this plan of helping advertisers by giving them 

: light. the privilege of using Street Car advertising in any 

cy way that will be of the greatest help to them. 

i. Third, because he will figure the expenditure for y er P 
each market and get the cost down to exactly the 

” amount justified by the sales and conditions of 

7 the different markets. National Advertising Manager 

l= 

D- 

R. 

y, 

: STREET RAILWAYS ADVERTISING COMPANY 

220 WEST 42nd STREET, NEW YORK, N. Y. (Offices in all large cities) 
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Receive Medical O.K. 

Velveeta, a cheese food manufac- 
tured by the Kraft-Phenix Cheese 
Corporation, Chicago; Land O’Lakes 
Butter, Land O’Lakes Creameries, 
Inc., Minneapolis; and Knox Gela- 
tines, Charles B. Knox Gelatine 
Company, Inc., Johnstown, N. Y., 
have been given permission to use 
the approved seal of the American 
Medical Association. 


Forgey Joins Bond 

W. S. Forgey, formerly Mont- 

mery Ward copy chief and Hays 

cFarland account executive, has 
been made a vice-president of the 

. W. Bond Company, Chicago, 
which is now doing a general agency 
business. 


Keho Steps Up 


Joseph Keho, formerly western 
sales manager, has been appointed 
general sales manager of Helena 
Rubinstein, Inc., New York. 


1S im BALTIMORE 


11.2% of Outlook sub- 
scribers are in the Social 
Register. 


4.5% are in the Register 
of Directors. 


5.5% are in Who's Who. 


16.7% are on one or more 
of the three lists. 


This means 1 in every 
6 are listed, 1 in 9 in 
Social Register, 1 in 
22 in Register of Di- 
rectors and 1 in 18 in 
Who's Who. 


OUTLODK 


and Independent 


WANTED! 
SPONSORS 


for a series of thirteen fifteen- 
minute delightfully diverting, novel 
and entertaining Radio Programs. 


UNDER 
SOUTHERN 
SKIES 


A complete series of Electrical 
fr especially omens for 
advertisers wanting programs for spot 
broadcast. 


THE HANJON COMPANY 
Incorporated 


Electrical Transcription Service 
755 Seventh Ave., New York City 
Phone Circle 7-3833 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrav 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY hospital paper member 
of both the A. B.C. and A.B. P. 


LACK OF FUNDS 
BRINGS END 10 
~ BOK AWARDS 


(Continued from Page 1) 

“In 1923, Edward W. Bok estab- 
lished in the Harvard Business 
School this series of awards in the 
belief that higher standards of effort 
in the planning and execution of ad- 
vertising might be stimulated there- 
by. 

“Such a scheme of awards was 
thought to afford not only an educa- 
tional opportunity through the fo- 
cusing of public attention upon 
advertising of excellence, but also a 
means of encouraging advertising 
workers through the recognition 
given to work well done—work ordi- 
narily carried on in anonymity, 
though presented far and wide be- 
fore the world. 

“It was understood between Mr. 
Bok and the officers of Harvard Uni- 
versity that the first five years of 
the awards should be a probationary 
period to test the soundness and’ 
practicability of the conception. 

“Now, after this experimental 
term, the awards are continued in 
the firm conviction of the founder 
and of the school that they have 
proved themselves as a means of en- 
couraging merit and stimulating im- 
provement in a field which has great 
possibilities of service to the com- 
munity, but one which is fraught 
with danger of wasteful and un- 
social expenditure when indifferently 
or unsoundly employed.” 


Scrutinized This Year 


Like every other phase of adver- 
tising and sales, as well as business 
in general, the Harvard Awards 
have been under close scrutiny this 
year. Some advertising men of high 
calibre expressed the private opinion 
that the Awards served to distract 
the attention of copy writers and 
others from the main issue. 

In an address before the Chicago 
Advertising Council March 12, G. 
Ray Schaeffer, advertising manager 
of Marshall Field & Co., Chicago, 
and a member of the 1930 jury, 
pointed out that five of the 15 mem- 
bers of the jury were Eastern men, 
their opinions unconsciously being 
influenced by that fact. 

George Laflin Miller, vice-presi- 
dent of the Lay Company, New 
York, and prolific contributor to 
Printer’s Ink, launched an attack 
from a different angle at a meeting 
of the Technical Publicity Associa- 
tion, New York, April 8. He said 
sales do not receive adequate con- 
sideration in selecting the winners. 

Thus far, the Awards have been 
made for seven consecutive years, 
beginning in 1924. The first was 
made January 26 of that year, the 
National Vigilance Committee of 
the Associated Advertising Clubs of 
the World receiving the major 
award of a gold medal for distin- 
guished contemporary services to 
advertising. The award was made 
for the work of the Vigilance Com- 
mittee in fighting the misuse of ad- 
vertising and giving credibility to it. 

Others who have since received 
the gold medal: 


Tribute to Calkins 


In 1925, Earnest Elmo Calkins, 
president of Calkins & Holden, New 
York, “for his pioneering to raise 
the standards of advertising, both in 
planning and execution, for his in- 
tegrity in the profession and for his 
unselfish devotion to the young men 
with whom he came into contact.” 

In 1926, O. C. Harn, for service 
to the Audit Bureau of Circulations 
as its president. The appointment 
of Mr. Harn as managing director 
was made a few days before an- 
nouncement of his recognition by the 
Harvard Awards jury. 

James H. McGraw, veteran presi- 
dent of the McGraw-Hill Publishing 
Co., New York, won the 1927 gold 
medal “because of his life-long serv- 


ice in upbuilding higher standards in 


PLANNING EIGHTH DISTRICT MEETING AT MINNEAPOLIS 


Here is the group which handled arrangements for the meeting which began May 21: 
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Left to right: Mrs. Ruth Carpenter, Station KSTP; Isabel Crawford, artist; Grace 
Foland, Batten, Barton, Durstine & Osborn; Mrs. Katherine White, Christian Science 
Monitor; Jane McKenna, Addison-Lewis Advertising Agency; Mrs. Elaine Norden, Erwin, 


Wasey & Co. 


Second row: Ward Olmsted, Olmsted-Hewitt, Inc., president of Advertising Club of 
Minneapolis; E. C. Glasgow, Northwestern National Bank; Amott Leslie, Leslie Paper Co.; 
Norman Ludford, Paper Supply Co.; George Murdock, Mitchell Advertising Agency; 
Felton Colwell, Colwell Press; Charles Doell, Minneapolis Park Board; Truman Brooke, 
advertising counselor and seceretary of the local club. 


the advertising of the business press 
of the country.” 

The following year, the medal 
went to Rene Clarke, art director of 
Calkins & Holden, New York agency, 
“because of his efforts both as artist 
and art director in raising the 
standards of advertising through ex- 
ample and through the teaching of 
young men and women in the pro- 
fession.” 

In 1929, Cyrus H. K. Curtis, of 
the Curtis Publishing Company and 
Curtis-Martin Newspapers, was pre- 
sented with the medal because of the 
“strict adherence throughout his 
distinguished career as a publisher 
to the requirement, which he pio- 
neered, of high standards of reliabil- 
ity in advertising; because of the 
effort and encouragement he has 
given to secure better typography 
and reproduction in magazines; and 
because of the example of wholesome 
journalism which he has furnished.” 

The 1930 medal went to F. C. 
Kendall, publisher of Advertising & 
Selling, for opening the pages of his 
magazine to controversial subjects 
and presenting both sides fairly; for 
attacking the use of paid testi- 
monials and for founding Advertis- 
ing Arts. 


Ray Maxwell Leads 
Golf Competition 


Ray Maxwell won first honors 
from a field of 90 in the opening 
tournament of the Metropolitan Ad- 
vertising Golf Association last week. 
He also won the low gross award 
in Class A, with his brother, Clair 
Maxwell, and F. B. Ryan, Jr., sec- 
ond and third. Low net in this class 
went to E. J. Gants. 

In the Class B group Frank B. 
Smith won the low gross prize, 
while low net honors fell to J. C 
Boyd. 


Prize for Chicagoans 


The Chicago Financial Advertisers 
will give a round trip from Boston 
to Montreal and a trip up the 
Saguenay River as the prize in a 
membership drive terminating at the 
national convention in Boston, Sep- 
tember 14. 


Canadian Publisher Dead 


Henry Bragg, founder of Cana- 
dian Municipal Journal, Montreal, 
died this week at St. Lambert, Que., 
at the age of 75. 


-|to turn 


KENNETH GOODE 
TELLS ‘EM HOW 


Minneapolis, Minn., May 22.—(By 
wire)—Kenneth M. Goode provided 
the opening sensation at the conven- 
tion of the Eighth District, Adver- 
tising Federation of America, when 
he roasted advertising men for help- 
ing prolong the depression, which he 
called “a cherished piece of senti- 
mentality.” 

Advertising men, he alleged, have 
got to bring the country out of the 
depression. 

“By looking at ourselves in a 
mirror doing nothing,” he said, “we 
scare ourselves into doing less. 
Everybody is content to sit back in 
a panic of inactivity and wait for 
the other fellow to do something. 
Meanwhile, everybody indulges in 
idle talk about the world depression 
because it lends a feeling of com- 
fortable irresponsibility.” 

Mr. Goode described his “nine 
cents a day” plan, under which 
everyone would spend that much 
more than usual, to create a normal 
volume of business. 

Ward Olmsted, president of the 
Minneapolis Club, sponsoring the 
meeting, opened the convention 
Thursday morning by introducing 
Walter H. McGenty, publisher of 
Stock and Dairy Farmer, Duluth, 
who took charge as governor. 

Frank C. Builta, in charge of pub- 
lie relations, Northwestern’ Bell 
Telephone Co., said the company has 
maintained its appropriation and in 
addition has made an earnest effort 
400,000 employes into 


boosters. 

Others on the program are W. C. 
Allen, Dakota Farmer; Homer G. 
Buckley, Buckley, Dement & Co., 
Chicago, and Frank H. McClure, 
Albert Frank & Co. 


Pitt Starts Business 


Edgar W. Pitt, formerly adver- | 
tising manager of Wadsworth, How- | 
and Co., Inc., has opened an) 
agency in the United Shoe Ma-| 
chinery Building, Boston, where he | 
will specialize in building material 
and hardware accounts. 


Joins Erwin, Wasey 


Bernard C. O’Brien is an addition 
to the production department of Er- 
win, Wasey & Co., Chicago. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in Ilowa—41 all told. 


ARE You 
Overlooking This? 
We America’s Most 
‘ Active Churches 
Send for Data 
Church Management 
Auditorium Bldg. 
Cleveland, Ohio 


> For Dependable 
>Photostat Service 


4 FA. RUSSO we. 


230 PARK AVENUE 
60 FE. 42nd St. 250 W. 57th St. 
VAmderbslt 3—9975-6-7 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fled customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 
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OGLE DESCRIBES 
SOME PROBLEMS 
IN PACKAGING 


Favors “Family” Idea As a 
General Rule 


New York, May 20—An answer 
to “What is the merchandising sig- 
nificance of the family of packages?” 
was given vesterday by Arthur H. 

2 us Ogle, assist- 

nes ant market- 
ing director, 
Bauer & 
Black Divi- 
sion, the Ken- 
dall Com- 
pany, Chi- 
cago, at the 
three-day 
Packaging 
Conference, 
Clinie and 
Exposition, which opened yesterday 
morning at the Hotel Pennsylvania, 
under the auspices of the Consumer 
Marketing Division of the American 
Management Association. 

“We are now predominantly in the 
visual stage,” said Mr. Ogle. “For 
every job in visual design that has 
been well done, there are dozens cry- 
ing to be done. If you doubt that 
statement go to your neighborhood 
grocery store, whether chain or inde- 
pendent, and look at the shelves. Or 
better still, go into the corner drug 
store where you will find the highest 
percentage of decent packages of 
any type of store, and see how few, 
relatively, there are. 

“The purpose of good package de- 
sign is to make the product—in its 
package—more attractive and more 
desirable to the consumer. Every- 
thing else is secondary to that. 
And don’t forget that the package is 
any container whatsoever, not just 
the outside carton in which the 
product may be displayed on the 
dealer’s shelves. 


A Family Advantage 


“Recognition is a term we often 
use to describe one of the principal 
virtues of the package, and particu- 
larly the family of packages—ability 
of the consumer to recognize the 
product she has used before or has 
seen advertised, or has seen in the 
home of a friend. That is important, 
and it is definitely a part of the 
attractiveness of the package to the 
consumer. 

“From the consumer point of view 
that is all there is to the family of 
packages idea. Whether or not a 
closely related family of packages 
should be adopted for any group of 
products depends to a large extent 
on the closeness of relationship of 
those products in use.” 

Discussing the question of dealer 
cooperation, Mr. Ogle said: 

“If the line is more attractive to 
the consumer it is more salable. And 
if it is more salable then, other 
things being equal, it will secure bet- 
ter dealer co-operation. There are 
some collateral reasons for dealer co- 
operation. Principal of these is the 
fact that the line makes a better 
looking display. The dealer is proud 
of it, whereas before he was a little 
ashamed of the heterogeneous dis- 
play which the products made.” 

Another question Mr. Ogle dis- 
cussed was “Where a family design 
is used, how is the introduction of 
a new product facilitated? Are there 
any disadvantages?” 

“All of us who have long lines of 
products have certain ones in the line 
which we know to have a high 
value to the consumer, but which we 
have never been able to sell in any 
volume. They are not products 
which are important enough to 
justify individual promotion, but we 
know they will sell easily if offered 
by the dealer, and will repeat well 
when the consumer has learned to 
know them. 

“By putting them in the same 
package as the better known items, 
we make it easy for the dealer to in- 
clude them in displays. The con- 


sumer buys with little effort because 


they carry the prestige of the whole 
line, and thus new markets are cre- 
ated for old products which have 
never before been given proper rec- 
ognition.” 


May Lose Identity 


The possible disadvantages of the 
family identity in connection with a 
new product are two-fold, Mr. Ogle 
said. First, the new product may be- 
come submerged in a long general 
line and thus not receive the indi- 
vidual attention which its possibili- 
ties warrant. Second, the family 
design may be followed so slavishly 
that we fail to give the product 
the individual attractiveness it de- 
serves. 

Mr. Ogle cited facts about his own 
line to illustrate at least two types 
of family resemblance, summarizing 
them as follows: 


1. Complete family identity, with 
each package uniform except for the 
name and description of the product. 

2. Use of the uniform design mo- 
tif with different color combinations. 

He concluded by making the fol- 
lowing points: 

Packages are a major merchandis- 
ing problem. 

Packaging is not a recurring prob- 
lem, but a continuous one. It is also 
a continuous function of market re- 
search. 

Family resemblance is not a ne- 
cessity of packaging. It has advan- 
tages and it also has some disad- 
vantages. You can get along with- 
out it, but in many cases you can 
get along better with it. 

Packages are a constructive force. 
Obsolete packages are putting a bur- 
den on salesmen and advertising 
they should not be asked to carry. 


Name Vice-Presidents 
General Foods Sales Co., New 
York, has created three new vice- 
residents. They are Arthur C. 
nger, Western division sales man- 
ager; Ralph H. Whitmore, Pacific 
Coast division manager, and John 
K. Evans, Eastern division manager. 


Hudson Adds Two 

J. L. Schiffman and William H. 
Saul have left the Metropolitan Ad- 
vertising Company, New York, for 
the Hudson Advertising Company, 
of that city. Both are vice-presidents 
specializing in financial advertising. 

The agency is now in its new home 
at 75 West Street. 


Start Bottling Paper 
Ruel McDaniel and Wendell Mayes 
are the moving spirits in the South- 
western Bottler, which has begun 
publication at San Antonio, Texas. 


Announces Rate Cut 

The Modern Woodman, Rock 
Island, Ill., has reduced its display 
rate from $3.50 to $2.50 per line, 
effective with its July issue. The 
new rate is based on a circulation 
in excess of 700,000, against 900,000 
hitherto. 


Advertise Paper Goods 


The Diana Manufacturing Co., 
Green Bay, Wis., paper products and 
sanitary goods, has placed its ac- 
count with Klau-Van Pietersom- 
Dunlap-Associates, Milwaukee. 
Newspapers and other mediums are 
on the schedule. 


Sousa at Convention 
Something new was offered at 
Sulpulpa May 22 when John Phillip 
Sousa and his band were headliners 
at the meeting of the Oklahoma 
Press Association. 


gar" 


meaning. 


j ANNOUNCING: 
4 More of Mr. Dublin 


ones James W. Dublin, retired, whose letters—now in book form—were 
, enjoyed by thousands of readers of The Business Week, will re- 


sume his sage and salty observations in The Business Week. 


Beginning next week, he will slant his shrewd, good-humored 
eye at the goings-on in business and the world in general. Retire- 
ment has widened his perspective and sharpened his wit; his views 


on the news have the same old Dublin crackle and an added 


Old friends of Mr. Dublin will welcome his characteristic com- 


ment on current events; others will want to get acquainted with 


this stimulating personality. J. W. D. may jolt your complacen- 


cies, but he’ll refresh and invigorate your thinking. 


Look for James W. Dublin’s column in The Business Week next 


week (the June 3rd issue). In it, he outlines his observations on 


the little recession that grew into a great big depression. Look, in 


future issues, for his remarks on the Bethlehem bonus, the great 


American handout in trade deals, and the hidden significances of 


Dean Donham’s opus on “Business Adrift.” 


Next week in 


THE BUSINESS WEEK 


A McGRAW-HILL 


PUBLICATION 
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NOT A MAN 
LOST HIS JOB 


Now that we're over the hump, now that the 
sun shines brightly again, now that old Lugubrious 
Blue is shoved off the bench by Smiley Glad— 
and business in general is good again— 

We thank you loyal customers who kept us so 
busy during the so-called sag days that not one 
of our men had to be amputated from the payroll. 

Instead, we have had to increase our working force. 

Small wonder our shop lads are so loyal. Small 4 
wonder the traces of production pull evenly and 4 
tight. When the men in the shop see that their 2 
conceptions of quality are appreciated thus. 


Really, they do think of something beside their 


pay check—but its continuance week after week a 
has a highly salubrious effect after all. | >. 
ef Rd grogremanpratedfwelaress: WHO SAID “Rose 
of these lines who does not already know ” 3 a 
personality of America’s finest engraving plant.” 4 


aes 
bos 
RSese BS 
He COLLINS & ALEXANDER, INC, ig 9 
ES. : ee {85 EAST SOUTH WATER STREET, CHICAGO dpa = 
Bers os SESE lag Cee c Ses ete ita a 


Reprinted from May 9th issue of 


Advertising Age 


The advertisement reproduced above has created comment, 
some of it acid. We are told that our statement of busi- 
ness conditions is like the reply of Mark Twain when he 
said that published reports of his death were ‘greatly 
exaggerated. 


We are sorry, because we would not willingly appear 
facetious over a quite-serious subject. 


During January, February and March our business showed 
a nice increase each month. April was the largest in our 
history. As our business is generally a mighty good index 
of the advertising business —and: as advertising is a real 
reflex of business in general —we jumped to the conclu- 
sion that all things were on the up-grade. 


If there is still quite an amount of static, we are doubly 
sorry — but don’t you agree that over-optimism is right 
now a more-to-be desired attitude than echoing pessimism? 


Our amendment therefore is — our business is mighty, 
mighty good —and we thank those who have made this 


true statement possible. 
@ 65 EAST SOUTH WATER STREET 


“We don’t cut prices 


—we do cut corners”> COLLINS & ALEXANDER, Inc., CHICAGO 
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